





O-B Scientyjic WEMATITES 


Ostby & Barton Co. create scien- 
tific hematites right here in the 
good old WU. S. A.. with no 
dependence on any foreign 
source. Sell O-B scientific hema- 
tite rings to get your share of the 
season's free-flowing gift money. 
4X2423 Natural Hematite 4X2429 Scientitic Hematite 
Suggested Retail. $24." Suggested Retail. $3.* 


Rings tor Appearance and Price 


Compare These 





4X7548 
Suggested retail price 
$13.50 each * 


4X2724 
Suggested retail price 
$13.50 each * 


41X523 
Suggested retail price 


sens $12. each * 


Suggested retail price 
$14.25 each * 


4X2648 
Suggested retail price 
$12. each * 


41X535 
Suggested retail price 
$9.75 each * 


WYSTERY 
WIRROR DISPLAY 


This unit that comes tree wraith six 
{ast turnover Men s Signet Rings 
has high attention v alue, with its 
electric flasher and mystery mit- 
ror. Ask tor details. 











 spottight at the Chicago convention. “So great was its 
acceptance that orders placed with us at the show consumed 
our entire collection of matched antique intaglios for which 
thas setting was designed. No counterparts for these rare 

_ gems are available in sizes suitable for men’s rings, but by 
© 4 fortunate purchase we have secured.a number of genuine 






and. Solid gold 10k massive mountings. Keystone 
: Men’s sizes, $32; Ladies’, $20. 
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LOOK FOR THIS, NOVEMBER 14TH: 


\ dazzling, full-page color ad for “Eternally Yours” appear- 
ing in Life Magazine. Laraine Day tells America about the 





amazing, hand-wrought characteristics of this beautiful new 





pattern... and readers are told to see “Eternally Yours” at 












their silverware dealer’s. (That's you!) 


LISTEN TO THIS, NOVEMBER 16TH: 


Popular Pat O'Brien will be on the Silver Theatre of the 
Air! Listeners will hear exciting “word pictures” describing 
“Eternally Yours,” and will be reminded that they can see 
this lovely pattern at their 1847 Rogers Bros. dealer's! 


DO THIS, NOVEMBER 14TH TO 22ND: 


Run newsy ads in your local paper. Display “Eternally 
Yours” in the window. Set up a bang-up display inside the 
store. It’s good business to tie in with our national adver- 





tising and let the townsfolk know you are the 1847 Rogers 
Bros. dealer! 


1847 ROGERS BROS. 


“AMERICA’S FINEST SILVERPLATE” 
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WORKING TOGETHER - for the Common Good 








PRODUCTS 


. +++ Rolled Sterling Silver... . 
999 "PLUS" Fine Silver Anodes 
"Special Refined" Grain Silver 
....« Gold and Silver Wire. ... 
Karat Golds and Gold Solders 
. +. Gold Bars—Silver Bars. ... 

. Platinum Metals... . 
.+.. "Handy" Silver Solders .... 
And other Silver Brazing Alloys 


REFINING SERVICE 


We refine all kinds of manufacturers’ 
scrap, sweeps, and other waste containing 
precious metals; also o!d gold, silver snd 
plat'num received from retail jewelers. 











T.... Precious Metal Supplier, the Jewelry and Silverware Manufac- 
turer, the Retail Jeweler — the three Musketeers of the Jewelry and 
Silverware Industry — all have one common aim — for the success of all is 


dependent on retail jewelry sales. 


This fact is fully realized by the precious metal suppliet and the manu- 
facturer, who are right now exerting every effort to surmount metal short- 
ages and meet all merchandise demands of retail jewelers. 


Jewelry and Silverware Manufacturers are not only working full blast 
to turn out an adequate supply of merchandise, but are also concentrating 
on the metal problem — and new ways of making attractive articles are 


being found. 


On our part, Handy & Harman is cooperating to the utmost with the 
many manufacturers who depend on us for their metals — supplying them 
with gold and silver in alloyed form, rolled and cut to size, ready to use — 
working constantly in our research laboratory on metal problems. 


Let us all continue to work together for the common good. Right now, 
put every effort into SELLING the wide selection of merchandise that is 
readily available. 


F") 


ANDY ano HARMAN : 82 Fulton St.. New York 


Fidgeport, Conn. 


Chicago, Ill. 


Providence, R. I. 








Toronto, Canada 
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BAKER & CO., ENC. 


SMELTERS, REFINERS AND WORKERS OF PLATINUM, GOLD AND SILVER 


113 Astor St., Newark, N. J. 


SAN FRANCISCO 
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pan 
“MIRACULOUS MEDAL RING- 


U. S. Patent No. 
2,223,657. Our 
Patent Rights 
will be rigidly 


enforced. 









A substantial ring in Solid 10Kt Yellow 
Gold with the top thick enough for 
relief engraving. Made in three sizes of 


assorted designs for Men and Women. 


_ Million Men and Women in America are prospective customers for 
this ring. 

The Miraculous Medal Ring is a most timely gift for the man in Service as it is 
available with applied gold enameled Military Emblems — Army, Navy, Marine 
Corps. or Aviation. 

Just a touch of the fingernail and in- 
stantly The Miraculous Medal is revealed. 


Free Mats and Window Display 


Hemenbrance King 


ARMY Division of Baden & Foss, Inc. MILADY 
ONE WEST 47TH STREET 
NEW YORK, N. Y. 
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A \\Yord to 
the \/\/ise... 











If, the present hectic rush of good 
business, let us all keep in mind that 

it is bad business to forget that Quality 
remains long after all other things 

are gone... The kind of Quality that has 


been, and will continue to be, characteristic 





of all products carrying this mark... 


BRUNER-IRITTER 


INCORPORATED 


FACTORY: 1720 Fairfield Ave., Bridgeport 
: SALES OFFICES: 630 Fifth Ave., New York 








BR BANDS — KEEP COMPANY WITH THE WORLD'S FINEST WATCHES 
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t Guess 


SUE... 


Dear Mr. Jeweler, 

























‘ When you need wedding rings or 
/ engagement ring mountings... and 
$ especially when you need them in 
P a hurry ... don’t guess ... order 
/ Bristol rings and be sure! Over two 

decades of wedding ring experience 
is your assurance of a product that 
guarantees consumer satisfaction. 
Tap =5 No matter what your wedding ring 
/ needs — you can depend upon 
Bristol to fill your requirements. 







\. HAND CARVED 7 
(, ANDCHASED 4 





Yours truly, 
BRISTOL SEAMLESS RING CO. 





} 
AK —/- 0) 
PWLGOS 


OFFICES AND FACTORY 
71 NASSAU STREET, NEW YORK 


B. D. LESSNER and DAVE WEINBERG, Rep. in Metropolitan Areza 











S. C. STEINMAN, Traveling Eastern States 


CHICAGO LOS ‘ANGELES 
E. M. BOND NAT POST soup Tee 
29 East Madison Street 220 West 5th Street 


WHOLESALERS 
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* SNAP-LOCK— The Magic Key Ring 
Snap-on — snap-off any key instantly. 
The ring is made of Stainless Steel to 
resist cutting by keys. 


Sold through leading wholesalers 


FORSTNER CHAIN CORPORATION, IRVINGTON, NEW JERSEY, U.S.A. 
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pewelry ACCESSOUES 


A MAN’S WORD 


A Monthly Comment by Jacques Kreisler 


These days, 

we're hearing much 
about priority 

on materials. 

But there is 
another priority 
which concerns 

the jeweler 

even more 


-- priority on 
quality. 

The retail jeweler 
must jealously 
guard 

that priority 


because 

it represents 

his first line 

of defense 

in a competitive world. 
It distinguishes him 
from other types 

of retailers. 

Today, 

more than ever, 

the public, 

with swelling 

pay envelopes, 

is turning to 

the jeweler 

because of his 
priority on quality. 
Today that public 
instinctively seeks 
shelter from 
transient values 





by directing its 
purchases toward things 
of enduring quality, 
beauty, and meaning 

-- "which age 

cannot wither, 


nor custom stale". 


reyes Reise 


COPYRIGHT, 1941-—-J. K. MFG CORP 
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LeStage Chains are the product of genera- 
tions of chain-making experience. From 
priceless tools, to final assembly, the quality 
of LeStage hand-made soldered-link chains 
is under LeStage control. Jewelers have 
learned from many years of satisfactory deal- 
ings that LeStage quality-stamped, trade 


: LeSTAGE Cains 


LeSTAGE MFG. CO., 


NORTH ATTLEBORO, MASSACHUSETTS 





KVOWS CHAINS 


EST. 








lage. 












marked 1 /20-12k gold filled chains are dis- 
tinctively styled absolutely dependable. 
LeStage makes chains of all descriptions, for 
men and women. Ask your Wholesaler for 
LeStage—your satisfaction safeguard when 
buying gold filled Chains—Lockets—Baby 
Jewelry—Knives. 


and JEWELRY 


NEW YORK @ 9 MAIDEN LANE, ALBERT H. BETZ 
CHICAGO @ 29 E. MADISON, ALLEN B. PINERO 
SAN FRANCISCO @ 57 POST ST., MAX J. NEWMAN 
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You know him very well. He’s your wholesaler. 





Oh sure, he’s been around a long time. An awfully long time. So long we’ve 
come to take him for granted. But what a complicated business it would be for 
jewelers—if there were no wholesalers! 


Imagine seeing a different salesman for every line in your store. Imagine 
making out a separate order for every clock, every watch, every watchband, every 
diamond, every mainspring, every piece of silver, every screw, every tool, every 


everything! 


Imagine checking one hundred, two hundred separate deliveries. Imagine pay- 
ing as many individual bills. Imagine telling a hundred manufacturers, “Things 





have been a little slow. How about waiting a couple of weeks?” 


You never thought of it that wav? 


Yet your wholesaler sells you a// the things you need—in the simplest, most 
direct, most economical way. One supplier — one shipment — one invoice! One 
transaction takes care of everything. 


When you need a repair part in a hurry, when your customer insists on having 
the complete set of silverware the following afternoon, it’s your wholesaler who 
comes through with prompt delivery. 





Super Plus! 


a 
Service 


It’s service without stint—for your wholesaler’s taking the risk and cost of carry- 
ing complete stocks, to give you anything you want, when you want it. 


It’s service without bias—for your wholesaler’s giving you advance, reliable 
information on what’s likely to sell most quickly, most profitably. 

It’s service without selfishness—for your wholesaler’s ready to listen with sym- 
pathetic ear, and even stretch credit if credit will do good. 


Your wholesaler 1s your personal service man. He’s that important cog in the 
wheel that makes the jewelry business hum. He sure 1s your friend. 





WATCH BANDS 











JACOBY- BENDER, Paws. 


New York, 161 Sixth Avenue ° Chicago, 29 East Madison Street ° Los Angeles, 220 West 5th Street 





Leadership in any product must 
be achieved and held by con- 
tinuous effort. The leadership 
of the W&H expansion 
bracelet for men and wom 


en is recognized by dis- 
criminating jewelers. 
Years of experience have 
enabled us to create a 
bracelet beautiful in de- 


sign and of matchless 
flexibility. 


P. S. Despite unusual 
demands, there can- 
not be any hurry-ing 
-up process in pro- 
duction quality must 


still be built-in: 


SOLD THRU 
WHOLESALERS ONLY 


W & H jewecry 


COMPANY INC - PROVIDENCE. R. 
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OT only ‘something new— 


something beautiful’ but some- 
thing finer and more expensive—that 
will be the demand this Christmas more 


than for many years past. 


o 


Be prepared, then, with a good selection of 
superb SHIMAN-OF-NEWARK bowknots, 
bracelets and rings to satisfy the discriminating 
customer who wants the best. Ask your wholesaler to 
show you these choice numbers in AMERICA’S OUT- 

STANDING GOLD LINE. 


Shown here in 10K pink and green gold. Brooch A, three fine diamonds, 
suggested retail price $65. Brooch Bj three fine diamonds, suggested retail 
price $67.50. Bracelet C, suggested retail price $59.50. 
Bracelet D, set with five fine blue zircons, suggested retail 


price $65. 































Climbs.the Promotion 


That Never Lets DOWN 





Continuous Hamilton Advertising Rises to Year’s Climax! With a record breaking year-end 
clearly in sight, Hamilton backs up the retailer with the heaviest promotion that ever stirred sales 
for “America’s Fine Watch.” 14 different advertisements in 7 different magazines deliver over seventy- 
two million year-end messages to a public already eager for Hamiltons. This climaxes month-by- 
month advertising in leading magazines and brings the total of the year’s messages to 163,885,338. 
Hamilton’s powerful sales attack is launched through 4 campaigns... CHRISTMAS ... ACCURACY 
... BIRTHDAY... MILITARY. 1941 will have a happy ending for dealers who feature Hamiltons! 


Suggestion: requisition your promotion material early. 





(Dealer aids are many ... strong... convincing.) ‘ 


HAMILTON WATCH COMPANY, LANCASTER, PA. 4 A Mi | 0 N 


enerica's Fine Wateh 
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FOR YOUR OWN GOOD—SUPPORT THE JEWELRY INDUSTRY PUBLICITY BOARD 
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NUMBER OF MAGAZINE MESSAGES BY MONTHS 


i 


20,000,000 


eg 






15,000,000 | 





10,000,000 ff Tug at the Heart and Capture the Sale ! 


Hamilton's Christmas campaign has already been proved a 
salesmaker. This “emotion promotion” brings back last year’s 


5,000,000 k 





0 i sith cdc) Cas vl eed ie s oe PE as) human, true-to-life PEGGY AND JIM who won fan mail... adver- 
JAN. FEB. MCH. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. tising’s 1940 Award of Excellence .. . reports of surpassing sales 

a) success from retail jewelers. The brand new illustrations are full 

PLUS CAMPAIGN for Seasonal Stimulation color photographs by the best known photographer Gere or 
abroad —the great Anton Bruehl. PEGGY AND JIM advertisements 

This chart shows how a p/us is added to the continuous high appear as full, four-color pages in Esquire (December); Time 
average of Hamilton advertising for the two peak gift seasons (November 27—3rd cover); National Geographic (December); 
— Graduation and Christmas. Year-end (Christmas) messages The New Yorker (December 4—3rd cover); Life (December 5); 
alone total 72,489,272. All this—and color, too! Collier's (December 5); The Saturday Evening Post (December 





10). Display your PEGGY AND JIM counter cards for gift sales! 
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Not only NEW... it’s 
SENSATIONAL! 


To Retail at 


$15° 






Keystone 


Here it is! The plastic expansion watch band that 
will put new life into your watch attachment sales-- 
new profits into your cash register--the expansion 
watch band priced within the reach of everyone! 


The FEATHERWEIGHT has all the beauty of its 
translucent crystal; it is as light as a feather, yet 
strong asachain. It slides over the hand, fits the 
wrist snugly, but comfortably, and it gives” with 
every movement of the wrist. The FEATHER- 
WEIGHT is the ultimate in watch attachments! 


MADE ENTIRELY OF 


Available in short, medium and long. with metal ends 


SPU N-CRYSTAL, WITH to match all cases, in 1 2”, 9 16", 5 8° and 3 4” widths. 
METAL ENDS. EXPANDS Wire your wholesaler today to insure that you'll 


TO FIT OVER ANY HAND! 


© PERSPIRATION-PROOF Guaranteed by the manufacturer, Coy Mfg. Co., 
© ACID-RESISTANT 


LOUIS STERN COMPANY cutie scares 


LUSTERN, U.S.A 


have The FEATHERWEIGHT first in your locality! 


against skin irritations of any kind. 











PROVIDENCE, R. I. ‘Phone: GAspee 7706 


NEW YORK-9 Maiden Lane PHILADELPHIA Washington Sq. Bldg. CHICAGO 29 E. Madison St 
150 Maite) a -ptoleists) WALnut 3887 STAte 6253 





THE JEWELERS’ CIRCULAR-KEYSTONE 


Youn Shave 


OF CHRISTMAS WATCH STRAP BUSINESS 
WITH THESE "SELF-SELLING" NEET DISPLAYS 


4 Permanent ‘“‘Point-O’-Sale”’ Display 


Two-tone walnut finish solid wood 
cabinet, 9” wide, 1112” high, 8%” 


oe ve 
(eo - of wool 5! deep. Comes with 48 assorted “‘Neet"’ 


straps, each in an individual container 
\ : with a transparent acetate top. Cre- 
\ ated to embody every practical self- 
selling feature. The ideal Christmas 
business-getting display. Just put it in 
your window or on your counter, and 
its '‘Neet'’ straps sell themselves. 


Rear view of ‘Point-O'-Sale”’ 
display shows how individu- 
ally boxed “Neet’ straps 
are held in place. 


Popular “Triangle” Display * 


Has an easel-back and self-cover 
which acts as a base, keeping display 
rigid. Comes with one dozen assorted 
““Neet”’ straps, each individually 
boxed under transparent acetate. 


CONSULT YOUR WHOLESALER 


LA " h ie , | ARISTOCRAT OF 
| WATCH STRAPS 
Tap WATCH STRAPS ) 


SINCE 1924 26 Exchange Place * Jersey City, N. J. 
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R. F. SIMMONS COMPANY, ATTLEBORO, MASSACHUSETTS 
Largest manufacturers of Quality Gold-Filled Jewelry in the world 
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SPECIAL ISSUE 
















CHRISTMAS MONEY ON THE. Move 


CHRISTMAS WATCH 


EW ELGIN \ inane Al OPPORTUNITY 


ZOOA—\6 PAGES OF-CHRISTMAS WATCH SELLING IDEAS ! 





How much extra money, over and above living expenses, 
will the average worker's family have to spend this 
Christmas? Elgin’s new Portfolio tells you! 


Who’s going to get this extra money? How can jewe ‘lers 
be sure ms their sume! ? Learn the answers here! 


* * * 


Read how Elgin is again out-advertising all other watch 
manufacturers in magazines to create Christmas business 
for you. 

. * - * 


Read about the 78 million magazine messages which 
will carry the Elgin story into the homes of all your best 
watch prospects. 

* * * 


Get first hand the details of Elgin’s extra-added cam- 
paign in the “American Weekly” which will carry an 


additional 13 million Elgin messages to your customers. 
* * * 

Study with care the brilliant advertisements (many of 

them in full color) which will present the newest Elgin 

watches to your neighborhood prospects. 


* * * 
And above all, scan the page after page of suggested 
promotional material (most of it free) prepared by Elgin 
to help you make your store Headquarters for Elgin time- 
pieces in your community. 

Yes, we believe you'll find that the time spent going 
over Elgin’s new 1941 Christmas Portfolio now will repay 
you handsomely in the weeks to come. Your copy is in the 
mail. Examine it at your earliest opportunity. Then, send 
in your order for Elgin promotional material as soon as 
possible. If, for any reason, you failed to receive your 
copy of the Elgin Portfolio, please write us at once. 


ELGIN NATIONAL WATCH COMPANY 


ELGIN, ILLINOIS, U.S. A. 














THE JEWELERS’ 





CIRCULAR- KEYSTONE 









INGENUITY 
somes to the fore at NRROW 


...for example: One basic set of dies, with minor 
changes, produces a variety of inter- 
esting shapes, as illustrated below. 




















For years, Arrow craftsmen have 
been accustomed to working with all 
kinds of materials. The temporary cur- 
tailment of one material or another— 
a shortage of metals, acetates, card- 
boards, or certain kinds of woods, of 
course, presents difficulties. But they 
are not insurmountable here! 


Therefore, today, as ever, Arrow 
INGENUITY continues to assure its old 
customers of “‘sales-making’’ displays 
and display boxes fabricated from the 
materials which are currently available. 


pESIGNS IN CARDBOARD 
overt’ ¢ the materials used, it's 
gordles® we’ holds the public eye! 
Y eavontog® of whatever ma- 
s : 
arrow *° ee hand 
poxes for David P. Barry. 


‘ to produce these 
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15'" &@ HUDSON STREETS - HOBOKEN, NEW JERSEY 





BOXES & DISPLAYS © IN METAL © CARDBGARD + WOOD © GLASS + FABRICS + LEATHER + IMITATION LEATHER 









TIME 


CHRISTMAS may look a long way off—but the world moves fast these days. 


Telechron clocks will move fast, too, if you put them on display! 


* 
to display your Father Telechron figures this is bound to be the biggest Christmas your 


clock counter has ever seen. 








More people are making more money than they ever made before. 
Telechron Many of them are going to buy Telechron electric clocks as Christmas gifts 
—OFr a6 personal getter-uppers. 
We're helping the cause along with handsome new models, and a 
sprightly, stepped-up program of national advertising. 


CLOCK STOCK Get started on your display now. Pile up clocks — and you'll pull in 


customers! 








for Christmas! 













CAFE, Model No. 2HI1. 
Kitchen clock. Plastic. 
Choice, 5 colors, $4.95. 


EMBASSY, Model No. 4F67. 
$6.95. With alarm, $7.95. 
Luminous dial, $8.95. 
















WICKFORD, Model No. 6B15. 
Colonial design. Brown wood. 
Hour strike, 817.50. 


CUSTODIAN, Model No. 
7HI13. Graceful alarm. 
Brown wood case, $5.95. 


REGISTRAR, Model No. 
8H17. Automatic calendar 
clock. Brown wood, $9.95. 


L PA FF 


ALL with the famous self-starting Telechron motor, sealed in oil for silence and long 


ELECTRIC CLOCKS life. Warren Telechron Co., Ashland, Mass. Prices subject to change without notice. 
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° 1,474,435 families will read these magazines that carry Eterna's 


message to America's spending market. These advertisements are aimed at 
sales for the dealers ...Eterna Watch sales made by the family, ‘for the 


Family"! And remember, that your orders for Eterna Watches can be filled for 


Christmas sales, because... 


Eterna Delivers The For Men who Sock Wander rhe Wook 


Goods! 


@- Self-winding auto- 
matic in stainless steel 
or 14K solid gold case. 





r 


You wouldn't select a car by the paint job and upholstery 


nS auiakes l th Quwiew alone! It's the same way in selecting a watch. Admire the 


case... but examine-the movement. Study the mechanism. 


Men in Uncle Sam's Navy, air 


; ; It's the perfection of these features that makes every Eterna 
service or land forces will find 


the dependability of Eterna 
Waterproof watches a faithful * 17 JEWELS 
ally. Impervious to water, * DUST- PROOF 
dampness and weather condi- * NON-MAGNETIC Famous Since 1856 
tions ... they're a handsome * SHOCK PROTECTED “The Protected Precision Watch” 
watch and give good service. SOLD AT GOOD JEWELERS THROUGHOUT THE WORLD 


Watch a timepiece to be relied upon! 


C7 













@ WATERPROOF @ DUST-PROOF Super thin watch in solid gold. 14K 
@ 17 JEWELS @ NON-MAGNETIC gold filled ov stainless steet 


Case 
} / 
Sweep second hand available 






@ SHOCK PROTECTED 


E NA 
Famous Since 1856 ETERNA WATCH CO. OF AMERICA » 580 FIFTH AVE., NLY.C. 
The Protected Precision Watch” 


ETERNA WATCH CO. OF AMERICA S80 FIFTH AVE, WLC ETERNA WATCH COMPANY OF AMERICA, Inc. 


580 FIFTH AVENUE, NEW YORK CITY * Bryant 9-8660 


dL a tee 
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THIS BUSY MODERN FACTORY 








1S WORKING TO CAPACITY TO FILL YOUR ORDERS... 


Equipped with she most modern and up-to-date labor saving devices, with our highly trained, 


efficient working force, we are making every possible effort to turn out your orders on time. 


Ctitimade MEN'S JEWELRY — STERLING SILVER 


Key Chains, Tie Chains, Collar Holders in Sterling (stamped) solid silver, Rhodium finish — all 





precious metal. Especially well suited for selling in better grade jewelry stores. Soldered Links. 


*Send for assortment. Name of Wholesaler to bill through must be included. 


* Also a very complete line of Chains in all qualities. 
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A TIMELY INTRODUCTION... 











Gold Plated 









Potent 
Pending 








Jeweler s 
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Safety 
Catch 


Actuol 


Size 





Also~— Son. Brother, Father, Boy Friend, “We, the People 
/ Packed Assorted 


THE PERSONALIZED PATRIOTIC EMBLEM 
TO RETAIL AT $1.00 


PRICE—!I DOZEN $16.00—KEYSTONE 
Additional discount on larger quantities 
Note : — This lay-out is four-fifths actual size of the gold, 
red and blue die-cut display cord supplied free with 
each dozen pins. Display card carries 6 pins, balance 
are individually carded 
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IT’S POLITE TO POINT TO PROFITS 


Pardon us for pointing. But...now is the time to think 


of Christmas profits. Underwood Portables assure alert 
Dealers of ample profits at Christmas — as well as all 
year ‘round. 

Underwood Personal Typewriters are backed by 
national advertising, reliable service, smart promotion 
and these factors all add up to one important word for 
you, Mr. Dealer... PROFIT! 


Underwood Portable Typewriters We repeat, now is the time for 
are built by the master craftsmen all good Dealers to get ready for 
who have given the business world Christmas profits. For details of 
more than 5,000,000 office size Underwood Portable Dealership 
Underwood Typewriters. plan, write... NOW. 


UNDERWOOD PORTABLE TYPEWRITERS 


MADE BY THE TYPEWRITER LEADER OF THE WORLD 
\ 


A MODEL FOR Portable Typewriter Division 


EVERY NEED UNDERWOOD ELLIOTT FISHER COMPANY 


A PRICE FOR ONE PARK AVENUE, NEW YORK, N. Y. 
EVERY PURSE Sales and Service Everywhere 
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%& SALES SLIPPING? IV/iat 
you need is an up-to-the- 
minute Pittco Front like 
Springfield, 
invites 


this one in 
Mass., that 
business and encourages 


new 





regular customers to buy 
more, 






Y 


HERE’S something about the 
shining Pittco surfaces that gives 
shoppers a high opinion of your store 
makes them decide it must be a 
good place to buy. You'll see a lot of 
new faces alter vou put up a new 
Pittco Front. And if the treatment 
they receive when they're inside lives 
up to the promise of your Pittco 
Front—manv of these faces will be- 


come familiar because vou'll see 


them so often. 
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ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS 
"‘PUTSBURGH stench fot Zualiiy Glass and hint 





Make your Store a H 
... With a Modern Pittco Front! 


On a thousand Main Streets alert 
merchants have modernized their 
stores with Pittco Fronts. The result 
has been increased patronage, an 1m- 
proved clientele and wider trading 
areas. Our new Store Front Book con- 
tains quotations from letters written 
us by merchants who have bettered 
then Pittco Fronts — 
together with pictures of the store 
fronts thev write about. Send the cou- 
it’s tree! 


business with 


pon for this book today 









eadliner 


Wher build, we recommend 
that vou see an architect to make sure 
of an economical, well-planned job. 
Our experts will cooperate with him 
gladly in planning a Pittco Front to 
suit yvour needs. And if vou wish, vou 
can pay for your Pittco Front on the 
Pittsburgh Time Pavment Plan 
20% down and the balance in month- 
ly payments. Fill out and mail the 
coupon below. This booklet contains 
the information vou need. 


vou 





Ey FRE ES ee 


COMPANY 





City 





Pittsburgh Plate Glass Company 
2383-1 Grant Building. 

Please send me. 
illustrated booklet. “Pittco Store Fronts ind 
rheir Influence on Retail Sales.” 


Name 


Street 


Pittsburgh, Pa. 


without obligation, your new, 


State 











Completely 
Revised 
and 
Up to date 


CONTAINING 


%308 Active Patterns 
} % 605 Inactive Patterns 
STERLING FLaTwart | *4l 5 Obsolete Patterns 


PATTERN INDEX 


new Salesman for your Store! 


THE STERLING FLATWARE PATTERN INDEX 


HE Sterling Flatware Pattern Index is a specialized dictionary of flat- 
ware patterns. It is indispensable for tracing patterns to be matched, Inf. " 
and for making selling suggestions to your customers. nformation 





found in no 





It is completely revised and up to date. For quick, easy reference the pat- 

tern names are arranged alphabetically under one combined index and other single 
again by companies using them. They are beautifully illustrated, in actual 
size. on fine coated paper and enclosed in a rich leather ring binder. publication 








The Sterling Flatware Pattern Index is in loose leaf form so that revisions 
can be conveniently inserted to keep it perpetually up to date. It is an 
attractive addition to your every day selling tools. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York, N. Y. 
Chestnut & 56th Streets, Philadelphia, Pa. 
Enter our order for a copy of the STERLING FLATWARE PATTERN INDEX. 
Check for $ is enclosed. 
NAME 
With Binder $15 STREET 


— 


Without Binder $10 CITY etc eee ae 
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SPEAKING OF 


WINDOW display of Marcus 
l & Co., Fifth Avenue jewelers, 
received an impromptu but highly 
appropriate added touch a few eve 
nings ago. 

Spread out on a_turf-simulating 
green floor covering was a group of 
china animals from the store’s gift 
ware department sedately wending 


their way two by two into a_ toy 





WISH | COULD +, 
GET A JOB 











Noah’s Ark, with Mr. and Mrs. 
Noah shepherding them along, just 
as it is told in the Good Book. 
Suddenly—and seemingly from 
nowhere—a tiny gray mouse scur 
ried to the center of the window, took 
a defiant stance under the nose of a 
ferocious china lion, and posed mo 
tionless as though it too were on dis 
play. Then tiring of the game it ran 
to the far side of the window, dis 
appearing under the velvet drape. 
“What a clever touch,” murmured 
a matron at our elbow, evidently be 
lieving that the mouse had been pur 
posely caged in the window for dra 
matic effect. Store officials, however. 
assured us next morning that the 
mouse was news to them, and that 
steps would be taken to remove it. 


Perhaps next time we'll see a cat. 
© © 


EVERAL public clocks in Eng 
land have recorded the exact 
moment when bombings took place. 
For instance, the morning after an 
air raid the Manchester Town Hall 
clock presented a series of holes in 


its opalite glass face, and it was first 
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THE 


JEWELRY TRADE 


supposed that the damage came from 
either flying fragments or the blast 
of the bombs. 

revealed 


However, examination 


that the holes in the glass were 


caused by the minute hand being 


struck back on the dial each time a 
bomb exploded. Even in a high wind 


the minute hand, which is 10 feet 


long, taps against the clock face, 


and a harder contact would have the 
effect of breaking through the glass, 
which is less than one-eighth inch 
thick. 

The diameter of the Manchester 
clock is 15 feet, nine inches, and the 
distance between each minute is nine 
and a half inches. Throughout the 
clock 


neither stopped nor lost time. There 


raid and = afterwards, the 


are nearly a dozen such bomb “re 


cordings”’ by large British clocks. 
© © 


PPARENTLY, lucky 
these days if you can get your 
Many 


shops evidently are closed up, with 


you re 
watch repaired in Germany. 


their owners either in the army or 
in some other occupation. Sometimes 
the fraulein carries on, as best she 
can, in her husband’s absence. Often 
the watchmaker works at his bench 
on instruments that have nothing to 
do with watches. 

As early as last spring, even be 
fore the Russian campaign, watch 
makers were tagging repaired 
watches with this caution: 

“Dear Watch Owner: Your little 
precision machine is now in order 
again. Please treat it painstakingly. 
Dust, tobacco, water, etc., are its 
deadly enemies. A blow or fall can 
damage a sensitive running part. 


“You know that new watches are 


~ dewelers 
(ircular. 
ev stone 
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very scarce, and that watchmakers’ 
shops are so smothered with work 
that only very urgent repairs can be 
accepted. Therefore. be very careful 


with your watch.” 
© © 


_— KE months ago this depart 
ment told how Gabe Hausmann, 
of Hausmann’s, Inc., New Orleans, 
after being routed out of bed to cut 
a ring off a woman’s hand, was listed 
in five hospitals as “‘ofhcial surgeon 
for taking rings off fingers.” 

On Sept. 25, the Mulford Jewelry 
Co., of Memphis, Tenn., rendered 
medical service that we believe tops 
Mr. Hausmann’s. 

St. Joseph's hospital telephoned 
an S.O.S. for someone to come at 
once to remove a ring from a pa 


“QUICK! CALL 
GG A JEWELER!” 


eae 








Mulford’s dispatched 
their Mr. Paine, who discovered that 


tient’s hand. 


the patient was a customer. She had 
broken her arm, which had been set 
without removing her heavy gold 
wedding ring, and other injuries ne 
cessitated an operation. However. 
the ring was binding her finger, and 
the arm was swelling with such 
congestion that the operation was 
held up. 

So, Mr. Paine rushed to the sur 
gery, and went to work, surrounded 
by doctors, nurses and internes in 
their white coats, rubber gloves and 
masks, and with the odor of anaes 
thetic in his nostrils. When the ring 
was off, Mr. Paine was bowed out 


and the doctors once again took over. 


41 











XCHANGE of gift merchandise 

ordinarily is the bane of the 

week after Christmas and far, far 
into January. 

Last year the jewelers of Long 
Beach, Calif., in cooperation with 
other merchants, set a Dec. 31 dead 
line, beyond which the privilege of 
returning and exchanging Christmas 
presents would be denied. The dead 
line was featured in newspaper ad- 
vertising and at point-of-sale, where 
cards were used on windows, posts 
and counters. Exchange-and-return, 
it was pointed out, is merely a priv 
ilege which merchants extend to 
buyers, is by no means a compulsory 
matter, and its abuse means unwar 
ranted expense. 

The deadline was so successful in 
cutting down returns and exchanges 
that Long Beach merchants will use 


the method again this vear. 
© 


tradi 


IRTHDAY 


tional with birthdays 


cakes are 
so each 
year when anniversary week rolls 
round Basch’s of Toledo give a birth- 
day cake with every purchase of $1 
or more. 

Each cake is decorated with the 
inscription “‘Basch’s Birthday’ on 
top. and is made fresh that day by 
one of the city’s best-known bakeries. 


Wrapped individually, the cost to the 
store is 60 cents apiece. 

“About one-half of the cakes were 
given this year to customers who pur- 
chased merchandise worth less than 
$5,” said J. Benway, manager, ‘“‘and 
while we naturally lost money on the 
smaller purchases nevertheless we 
feel that the gifts built good will by 
which we will be repaid later on. 

“Some people who made purchases 
didn’t expect a cake, and when pre- 
sented with one they were especially 
delighted. Most of our customers, 
however, look forward to our annual 
sale, when they can get that unusual 
and toothsome gift—a cake in a 
jewelry store.” 

During birthday week, Basch’s dis 
play dummy cakes in the windows 
and a tremendous super-cake in the 
center of the store. 


© © 


- ALK about milking off the prof- 
its. Fred Hadinger, of Fort 
Atkinson, in Wisconsin’s lush Rock 
River valley, turns milk into profits! 

Jeweler Hadinger and 15 other 
business men, being of the opinion 
that good fellowship would stimulate 
the growth of cooperation between 
farmers of the locality and Fort 
Atkinson’s merchants, stage a_busi- 
ness men’s milking contest each year, 








“Have you any glasses that won't leave rings on furniture?" 


same time as the annual farmers 
plowing contest near the city. 

While the milking contest is on, 
the farmers and their families gather 
round to watch. There’s a lot of 
good-natured kidding while the mer 
chants, outfitted in overalls and 
jackets, try to milk the cows, for the 
farmers like to rub it in when they 
have the chance. 

Fred Hadinger won first prize 
trophy several years ago and twice 
has been runner-up. Participation in 
this milking contest—just another of 
the endless varieties of building com 
munity good will—has brought lots 


of farm folk into his store. 


© © 


i ie wholesale jewelry house of 
J. Engel & Co., Baltimore, sent 
out a clever blotter last month that 
told with a smile, and yet effectively, 
of the difficulties that they, along 
with other wholesalers, are encoun 
tering nowadays in their efforts to 
keep their customers promptly and 
adequately supplied with merchan- 
dise. 

A sketch of a fisherman with rod 
and reel, and with his hands out 
spread in the traditional gesture of 
“so big,” extended across the entire 
width of the blotter. Stretched be 
tween the hands was a small rubber 
band, and the fisherman was say 
ing— 

“But we're not stretching the truth 
when we tell you we're working day 
and night to give you the best service 
possible under difficult conditions.” 

That, and the signature of the 
firm, was all the copy, but it got the 


message across. 


© © 


_——o dollar sign brings them 


in,” says Bruce Watters of 


St. Petersburg, Fla., with reference 
to a dollar table of costume jewelry 
which his firm places at Christmas 
time in the middle of the store right 
inside the entrance. 

Watters buys several different 
lines of costume jewelry—last De 
cember bought and sold $800 worth 
of dollar retail goods (cost) from a 
single house. Never overcrowding 
the table, he shows just enough mer- 
chandise on it to be attractive, alters 
its arrangement every two or three 
days so it always appears new. 
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Clips and brooches shine on the 
branches of this white velvet Christ- 
mas tree and provide ‘flames’ for 
five red satin candles. Swirling be- 
fore a blue-lighted background and 
encircling the tree is a gold ribbon 
streamer held by a small white 
cherub which seems to be floating 
in the air. Created for Udall & 
Ballou by Fred Bailey, this display 
won a prize in the Fifth Avenue As- 
sociation Christmas window display 


held last December. 


















In this delicately executed miniature 
snow scene, snow-covered logs dis- 


play jewelry. Small lighted windows 


set into the background feature 
additional gift merchandise. Spruce 
boughs contrast with the red velvet 
arch framing the display. Designed 
by Rosamond Fulmer for Hammer 
Galleries, this Christmas display 
also received an award in the 1940 
Fifth Avenue holiday competition. 




















Suspended by invisible wires against 
a background of blue light, these 
seven white velvet bells seem to 
have been caught as they are ring- 
ing out. Their red velvet lining adds 
color contrast. Two gold ribbons 
stream out with the bells, and gold 
stars twinkle against the blue back- 
ground. The large gold star in the 
air and the golden clappers tie up 
with the gold jewelry display, below 
on the white velvet abstract bell 
tower of a church belfry. Likewise 
designed for Udall & Ballou by 
Fred Bailey, this composition won a 
prize in the Fifth Avenue contest 





















More Tax Questions and Answers 


Are lay-away payments taxable? What is meant by *jewelry’’? 


What about old gold sold to refiners? What's the tax deadline? 


Leather wateh bands. taxable or not? What tax on trade-ins? 


EW questions about the meaning and interpretation 
of various provisions of the recently enacted 
jewelry tax continue to crop up from day to day as new 
situations are encountered in the course of doing busi- 
ness, and requests for information continue to pour in. 
As promised in these pages last month, THe JEWELERS’ 
CircuLar-KeystTone will continue to supply the correct 
answers as rapidly as possible, and readers are invited 
to submit to this publication any questions or problems 
that they may have concerning the tax. Queries will be 
answered promptly by mail as well as being published 
in Jewevers’ Circutar-Keystone for the guidance of 
others. Any questions which cannot be authoritatively 
answered from the large mass of information already in 
our hands will be placed before the proper authorities 
for official rulings. 

Below will be found a list of further questions and 
answers in addition to those printed here last month. 
Most of the recent queries fall into two categories—one 
group having to do with the taxability of various “border 
line items,” and the other seeking clarification of the 
status of “‘lay-away’”’ sales. 

Of the former, some were already answered last 
month; the new ones are covered below. The lay-away 
sale was discussed briefly last month, but perhaps calls 
for more extensive explanation because there are so many 
possible variations of the elements involved. 

Fundamentally, the test as to whether or not a lay- 
away sale made prior to Oct. 1 is taxable, is the question 
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of whether or not a bona-fide sale was completed before 
that date. If the lay-away was made on an arrangement 
under which either the jeweler or customer could cancel 
the deal before completion, obviously no final and bona- 
fide sale was completed, and such a sale would be taxable. 
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Another essential factor to the completion of a sale is 
the delivery. Naturally, under the lay-away plan no 
actual delivery of the goods to the customer is made; the 
tax officials have ruled that if the merchant takes an 
article out of stock, thus withdrawing it from sale or 
delivery to other customers, it constitutes what is legally 
known as “constructive delivery’ and thus complies with 
this requirement. Note, however, that the article must 
have been in the retailer’s stock and actually laid aside 
for the customer. If the merchant leaves the article in 
stock with the intention of ordering a duplicate later for 
the “lay-away” customer no “constructive delivery” has 
been made. 

Final requiremeiit for the completion of a sale is the 
passing of title, or the signing of a conditional sales con- 
tract. If the jeweler gives title to the customer—that is, 
if he charges the entire amount of the sale to the cus- 
tomer’s account, and the latter can take the article at any 
time he desires on the strength of that charge, and with 
no further payment in advance, title is considered to have 
passed—but if the customer must pay for the article in 
full before he can obtain possession of it, no transfer of 
title has taken place. 

However, if a conditional sales contract has been made, 
under which the buyer can obtain possession of the goods 
before payment in full—just as in the case of the con- 
ventional instalment sale where the customer walks out 
of the store with the goods, although title does not pass 
till payments are completed—then also the lay-away sale 
would be exempt from tax if a partial payment had been 
made, under the provision exempting conditional instal- 
ment sales made prior to Oct. 1—provided, of course, that 
the other conditions had been complied with. 

Under any other conditions than those described in the 
preceding paragraphs, lay-away sales are taxable, even 
though made before Oct. 1. 

Other questions and answers follow: 


Q. What is the definition of “jewelry” for tax pur- 
poses? For example, would a watch chain or key 
chain made of stainless steel, which serves a utili- 
tarian purpose be considered “jewelry”? 

A. For tax purposes, “jewelry” is defined as “articles 
worn on the person for adornment, or which are ordi- 
narily worn so as to be displayed, regardless of the sub- 
stance of which made, and without reference to their 
utilitarian value or purpose.”” Chains and cuff buttons; 
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for instance, are specifically mentioned in the regula- 
tions as being taxable as jewelry under this definition, 
regardless of their material. 

Articles worn concealed about the person or carried 
in the hand or over the arm, such as cigarette cases, 


cigarette lighters, wallets, spectacle cases, hand bags, 
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vanity cases and so forth, are not “jewelry” but are tax 
able if made of, ornamented or fitted with, any precious 
metals, or imitations thereof—for example a hand bag 


with a gold-plated frame or catch. 


Q. Are watch bands taxable if they are made olf 
non-precious material such as leather, plastic, or 
fabric P 
Awriewnotamiessethe buckle or “other: part ot the band 
issmade oto precious: metais or an imitation of precious 
metaise. suct as wotds silver or plating of either. 

Q. Are articles made of gold or silver leather or 
fabric taxable, <uch as a lady’s card case or evening 
bag which has no frame or clasp, but is made of 
gold leather or fabric? 

A. No, gold and silver leather and gold and silver fabrics 
are not considered imitations of precious metals for tax 
purposes. The definition of an imitation of precious 
metal is that it includes all the alloys in which a precious 
metal is used and platings of precious metal. Decora 
tions with gold paint, gold leaf, ete., on an article not 


otherwise taxable do not make it subject to the tax. 


Q. Is there a tax on military or naval insignia, gold 
braid, etc., for use on an oflficer’s uniform ? 

A. No, not unless it is made of precious metal or an 
imitation of precious metal. Military insignia is not con 
sidered jewelry but is, of course, subject to tax under 
the provision which taxes all articles made of precious 
metals or imitations thereof if the insignia are made of. 
or ornamented with gold, silver or gold or silver plate. 


Gold braid and gold lace are not taxable. 


Q. Beads are taxable whatever their material, if 
they are strung for use. Does the tax apply to a 
beaded hand bag if the beads are not precious 
metals or stones or imitations of them? 

A. No. A string of beads is taxable because it is used 
or can be used as a necklace, bracelet, etc., and, there 
fore, is an article of jewelry, but a bag or other article 
decorated with beads which are not precious stones. 
precious metals or imitations of either are not subject to 
tax, since a hand bag is not considered an article of 


jewelry. 


. Is chrome plating an “imitation of a precious 
, P a 
metal” for tax purposes? 


A, No. 
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Q. Under the new tax law, fountain pens are ex- 
empt if the only precious metals they contain are 
essential parts and not mere ornamentation. Does 
the same rule apply to mechanical pencils ? 

A. Mechanical pencils are taxable if any part of the 


pencil consists of precious metals or imitations thereof. 


Q. In the case of a “trade-in”, does the tax have to 
be paid on the entire amount of the new sale, or 
only on the part above the amount allowed on the 
“trade-in”? 

A. The tax applies on the entire price of the new mer- 
chandise, including the amount allowed for the article 
traded in. 


Q. If the jeweler then sells the article taken in on 
the trade, is there a tax on the sale? 

A. Yes, if the article is one that is on the list of taxable 
items. There is no difference as far as the tax is con 


cerned between the sale of a new article and a used one. 


Q. A customer purchased a set of flatware on 
Sept. 30 and it was charged to her account on that 
date. We did not make delivery, however, until 
Oct. 5 because the customer wanted the silver en- 
graved, and we were unable to complete the work 
until Oct. 5. Is that sale taxable? 


A. No, not if the set of flatware that the consumer pur 


chased was actually in your possession at the time the 
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purchase was made so that it could have been delivered 
to the customer before Oct. 1 if she had not left it for 
engraving. The situation is the same as though the cus- 
tomer had taken the goods out of the store before Oct. 1, 
which, of course, would have exempted the sale from tax. 


and then brought the silver back later on to be engraved. 


Q. A taxable article was ordered by the customer 
from the jeweler before Sept. 30, but was not in 
stock and had to be ordered by the retailer from 
the manufacturer and, therefore, was not delivered 
until after Oct. 1. Is this transaction subject to 
tax? 

A. Yes. For a sale to escape the tax it must have been 
completed prior to Oct. 1, and the sale is not considered 
complete until delivery of the article has been made to 
the customer. The placing of an order does not complete 


the sale. 


Q. A customer purchased and received delivery 
of a piece of jewelry before Oct. 1, and the item 
was charged to his account before that date. Actual 
payment, however, was not made until after Oct. 1. 
Is such a sale taxable P 


A. No. Even though the customer had not yet paid his 


(Please turn to page 69) 
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here’s what 9 out of 10 women 
want most from Santa Claus. 

A department store’s unbiased 
survey proved this all-out preference 


Jewels from Marcus & Co., New York 


eS HALL we make this a “jewelry Christmas’? Nat- 
» urally, this proposition gets a whacking 100 per 
cent affirmative vote from the jewelry industry. But 
what of the public? Do Mr. and Mrs. John Q. Public. 
their sons and daughters, and all their in-laws warm up 
to jewelers’ windows and advertising, when this time of 
gift-giving rolls round? Does a jewelry window have 
as enthusiastic an audience as a fur or lingerie window? 
Does a watch advertisement pull this time of year with 
more or less appeal than other luxuries or semi-luxuries 
that people like to give and to receive for Christmas? 
Jewelers can rest assured that their merchandise is 
tops in public acceptance and can rightly invest now in 
every legitimate sales-producing promotion at their dis- 
posal, according to the findings of a great St. Louis 
department store. Stix-Baer-Fuller last fall conducted 
a Christmas survey to discover what kinds of gifts were 
most wanted among the various population groups, and 
being a department store and therefore able to supply 
gift-buyers with any sort of article under the sun—this 
store had no particular ax to grind: whatever the sur- 


vey revealed would help this establishment gear its 
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Christmas stock and advertising for any kind of mer- 
chandise. 

Therefore, when the department store’s Christmas poll 
got such a high proportion of jewelry preferences it was 
all the sounder proof of public responsiveness to jewel- 
ers’ merchandise as Christmas approaches. 

The poll was conducted among seven population 
brackets, including wives, career women, men, college 
men, high school girls, young boys and young girls of 
grammar school age. To each went a different type of 
questionnaire, split into three choices of gift types, 
among which were “for personal use,” “for appearance,” 
“for the home,” and “for amusement.’ Printed ques- 
tionnaires were used, each differing according to the 
subject, and involving three first preferences to be made 
by the subject at the moment the questionnaire was pre- 
sented. By thus polling representatives of various popu- 
lation groups, the poll sponsors were able to multiply 
the results (after the fashion of the nation-wide Gallup 
polls) on the basis of the city’s total population figures. 

A specially-trained member of the store’s research 
division personally conducted the entire poll functions, 
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by ROBERT A. LATIMER 


taking the specific questionnaire involved to the group 
who filled it out. In this way, 900 men were checked at 
a factory, in club meetings, and at their homes; 525 
children in schools ; 300 college men in fraternity houses 
850 wives in their clubs and homes; 500 business women 
and “career women” in the store’s business-girl shops, 
and 400 high-school girls in sub-deb club meetings in the 
public auditorium. By presenting the questionnaire per 
sonally and retrieving it immediately after filling out, 
the authenticity of the figures was assured, and there 
were no problematical results concerned. 


“What Do You Want for 


Between 50 and 75 choices were listed in 


To each went the question, 
Christmas?” 
each case, and the interviewee was asked to check pre 
cisely what he or she desired most for first, second and 
third choices. The store made no suggestions or infer 
ences, simply explaining that the poll was operated to 
give the store an idea of gift wants. 


Results of the tabulation had these startling points: 


Women and Girls 


Of 500 career women and business girls, 90 per cent 
asked for some article of jewelry, a wrist watch in 
particular. 
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Jewelry, Most Wanted Christmas Gift 
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Of 850 housewives, jewelry likewise rated first, even 
ahead of lingerie. Silverware was fifth choice and china 
ware eleventh choice, among these representative home 
makers. 

Of 400 high school girls, wrist watches were chosen 
by +40 per cent. The sweater fad, led by Lana Turner 
and Betty Grable, made sweaters the all-out preference 
in this group, followed by record-players and portable 
radios. 

Of 275 grammar school girls (age 7 to 13), watches 
were third most desired, topped only by ice skates and 
bicycles. Other ratings were charm bracelets, eighth; 
small radios, ninth; pen-pencil sets, tenth; rings, eles 


enth; cameras, fifteenth, and typewriters, sixteenth. 


Men and Boys 
Of 900 men, the greatest number voted for port 
able radios, followed closely by electric shavers. Wrist 
watches were desired by a large proportion, ranking 
ninth in the list of Christmas desirables. Other mer- 
chandise sold by many jewelry stores that ranked to 
wards the top among men’s Christmas gift preferences 
included: Movie cameras, sixth; portable typewriters, 
(Please turn to page 71) 
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79 Headline Ideas to Give Sparkle 
To Your Christmas Advertising 


Compiled by SAMUEL WHITMAN 





these stoppers help sell watches and clocks .. . 


W atche:—There’s no Time like These Presents! 

\ Timepiece Is the Ageless Gift 

Give a Gift of Time to Be Remembered for Time to Come 

{ Watch is the Right Gift for the Right Time 

A Watch is Always a Timeful Gift 

Give Gifts of Time—and They ll Think of You Every Hour 
Watches for Every Wrist on Your List! 

When it’s “Present-Time,” Give a Watch! 

Fine Watches Make Fine Gifts 

It's Time to Give a Fine Watch 

To record the golden hours of years to come ... Give a fine watch 
Here's Christmas Time at it’s Best! 

Right on Time for Christmas! 

Order of the Day ... Give Time! 

No Better Gift for the Present Time 

Gifts of the Hour! 

Time Proves the Wisdom of Giving a Fine Watch ~ 
Day after Day, in Year after Year, a Watch will Remind Someone of You 

A Watch is a Gift... not for the Time Being, but for Years of Time 

Nobody Ever has Enough Time. Choose Gifts from these Watches and Clocks! 
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ter silver and other gifts .. . 


She will be glad that you matched her taste in silverware 
for her—a gift never to be forgotten 

Gifts of real worth and appreciation 

The gift of elegance 

Gifts that merrily echo, “Oh!!! You Darling!” 

Gifts that are dear to the heart of every woman! 

Gifts that Please and Last Through the Years 

Golden Gifts Take the Christmas Spotlight! 

Gifts you'd love to get, are the Gifts to Give 

These are Ring-leaders among gifts 

The World Knows No Better Gifts Than Jewelry 

If She Loves You—here’s the Gift! 

Little Gifts for Big Moments 

Gift to Help You Keep Many A Christmas Merry 

4 Word from the Wives, “Give Us Lasting Gifts” 

Precious Possessions! 

If She Saw This Ad, she thought, “Id Like Gifts Like These” 
“Mr. Mindreader,” she'll say, “how did you ever guess?” 
The Gift of Her Lifetime! 

Symbols of Sentiment 

For the Bride of Today—or Yesteryear 

Silverware that will make holiday table-talk 

Give this Chest of Plenty! 

Is She a Christmas Bride? Make Her Wedding a Silver Wedding 

The Glow of Silverware Stays Alight Through the Years! 

Of This You Can Be Sure . . . Silverware is something she has always wanted 
Only Silverware can impart such Charm and Distinction to her Table 
Generations of Gracious Hostesses Have Hoped for Silverware as Christmas Gifts 





ad-lines for diamonds and jewelry 


The Gift of Beauty That is a Gift Forever! 

Nature’s Gift to Man—Man’s Gift to Woman! 
Diamonds——The Gift that never loses Charm or Value! 
Give Diamonds—The Gift Eternal! 

Diamonds—the Gift that says—“Forever Yours” 

Make This Christmas Live for Years to Come—Give Diamonds 
Nature’s Perfect Gift for Your Idea of Perfection! 
Diamonds Are Trumps When You Want to Win her Heart! 
You've said Everything When You Give Diamonds 
Diamonds Heighten the Glory of Lovely Women! 

Queens of old wore no finer Diamonds than these 

Wind Yourself Around Her Heart with a Diamond 

The Man After Her Own Heart—-Give Diamonds! 

Make This Christmas Last a Lifetime—Give Diamonds 
Diamonds for a Merry Christmas—Lasting and Memorable 
Jewelry Is The One Gift That Leaves No Doubt! 

Jewelry is the Gift for Christmas and Ever After! 

Nothing is so Right at Christmas, as a Gift of Jewelry 
Jewelry ... the Gift Everybody Want- 

Beside the Important Names, Write Jewelry! 

when Under the Mistletoe, Give Her a Gift of Jewelry 








Remember these pages 


you're in your hustling Christmas 
season—those busy days when 
you've got to get out an ad right 
away. For punch, zip, readability, 
that ad needs a catchy, different" 
headline—hard to work out when 
you're rushed. So reach for one 
of these headlines, instead of an 
Alka-Seltzer. And, if you wish, 
reproduce these line drawings, too. 
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Romance Often Begins with a Christmas Gift of Jewelry 

Recipe for Creating a Mistletoe Mood . . . Give Jewelry 

Deep in Every Feminine Heart, is the Love of Fine Jewelry. 

Jewelry—The Gift that Repeats your Christmas Message for Years to Come 
Choose Only Lovely Things for Her .. . Gifts of Jewelry like these 

Jewelry .. . So Easy to Choose . . . So Sure to Delight! 

Jewelry Tells Her She Is Lovely and Desirable 

A Gift of Jewelry Is Her Dream Come True 

Jewelry Gifts Are Worthy of the Ones You Love 

If You Want to Tell Her that You're Still in Love with Her .. . Give Jewelry 
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I—Shaw Jewelry Co., Dallas 


HE next eight weeks will deliver something like 

35 per cent of this year’s record-breaking jewelry 
sales. In round figures, the industry as a whole will 
sell a Christmas package worth $210,000,000. 

Naturally, the individual retail jeweler’s share of 
this tremendous November and December holiday busi 
uess will depend largely upon his own particular brand 
of sales energy during these climactic weeks. And the 
quality of his window displays, in competition with other 
windows up and down the street, will have profound 
effect on how much Christmas trade he gets, not only 
from that part of the citizenry which ordinarily comes 
to the jewelry store for Christmas gifts but also from 
that big section of the public that has spendable gift 
dollars in its jeans for the first time in years. 

The six window displays pictured on these pages- 
used successfully last November and December—show 
both simplicity and effectiveness. There’s holiday at- 
mosphere without expensive or difficult display props 
or ornaments—and there’s abundant accent on the actual 
merchandise. Not one of these windows ‘stands con- 
victed of the unforgiveable sin: Pretty to look at, but 
no sort of a salesman. 

Shown directly above is one of a series of striking 
window displays used by the Shaw Jewelry Co., of 
Dallas, Tex. Each window in this particular series was 
draped in silvery fabric with a two-foot strip down the 


center of scarlet. Suspénded from the top of the scarlet 
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Tried by Test. 
These Windows 


Really Sell 


by RAY B. MORSE 
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2—Bromberg & Co., Birmingham, Ala. 


panel was a cluster of silver-painted leaves; a small 
green Christmas tree was placed on a pedestal in the 
center of the panel, at an elevation mid-way in height 
between two hurricane lamps and a candelabrum. This 
window, devoted entirely to silverware, also showed a 
chest of flatware, one or two bowls and a tea service. 
Windows No. 2 and No. 3 used somewhat the same 
eve-catching simplicity to merchandise watches as Christ 
mas gifts. The display above, designed by Bromberg & 
Co., of Birmingham, Ala., was draped with curtains of 
dove gray, to which were fastened red and white cello 
phane bells and clusters of blue and gold foliage. Men's 
and women’s wrist watches, priced from $12.50 to $115, 


were arranged on the stepped-up floor; that was covered 
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3—Arthur A. Everts Co., Dallas 





with rose-hued velvet. At one side, but not shown in 





the picture, was a large clock with a penny placed over 
each figure on the dial, in the center of which was a 
card: “Pay for your time—a penny an hour.” 

A cluster of silver folliage and white cellophane bells 
with blue bulbs for clappers was the decorative highspot 
of a holiday watch window by Arthur A. Everts Co., of 
Dallas, Tex., pictured directly above at No. 3. The 
rear wall was curtained with gold silk, except for a 
center panel of rose velvet that matched the covering 


of the stepped-up floor. A card in a gold frame said: 





“Select Christmas watches now. You may pay a little 
each week if you wish.” 

As the holiday nears, many realize that they still have 
considerable shopping to do, and the dealer who gives 
them the greatest assistance in making the selection will 
vet the business. Hartman Bros., of Salem, Ore., earned 
the gratitude of men, in particular, with their “For Him” 
and “For Her’ window shown No. 4 on this page. The 
backless window had a great clump of blue and silver 
foliage and from the ceiling were suspended ropes of 
blue and silver tinsel, tipped with blue and silver glass 
balls. Clusters of white electric candles were at each 
side. . 

One half of this display presented gifts for men 
mall leather goods, bronze book-ends, paper weights. 
sh trays, cigarette holders, belt buckles and lighters. 
(he other half had a twin selection for women —brac« 
ts, rings, toilet articles, compacts and an evening bag. 
hese and other appropriate items were also displayed 

show cases just inside the door. 

The striking design and color contrast of the Mer 
od, Jaccard-King window pictured No. 5 were dupli 
ited in a series of displays arranged last year by that 
st. Louis firm. A silver-sprayed pine branch was sus 

nded towards the front down one side, with one spray 
cracefully projecting towards the middle of the display. 

empleting the “frame” effect were pine cones on the 


(Please turn to page 72) 





4—Hartman Bros., Salem, Ore. 





5—Mermod, Jaccard-King, St. Louis 


6—Arthur A. Everts Co., Dallas 
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Rose's customers must walk the length of his jewelry store to 
reach the camera department. Right, Rose has stepped with 
a customer from the watch case to the nearby camera section. 


Pieture This: 
A-Time Turnover 
With Cameras?! 


by ROBERT LAWRENCE 


| Be to now, there has been a generally widespread 
impression among jewelers that inclusion of a 
photographic department and camera supplies somewhat 
“cheapens’ the atmosphere of their stores; that it at 
tracts a trade which ties up too much of the jeweler’s 
time to allow him to conscientiously handle his diamond, 
silver business, etc. 

Nothing is farther from the truth, says Phillip Rose, 
president of the Phil Rose jewelry store in Salina, 
Kansas. Though he is located in a comparatively small 
city (pop. 20,155), Rose is by no means a small-fry 
jeweler, drawing trade from a large section of Kansas’ 
fertile grain belt with hundreds of customers from this 
surrounding territory. Consequently, his situation is 
fully comparable to that of the typical jeweler in cities 
of up to 50,000 population. The store is in every way 
a high-grade establishment, advertises no credit plans, 
and in every department handles fine merchandise. Its 
standards can therefore be accepted by any jeweler, 


regardless of his size or standing. 
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So the fact that Phil Rose, jeweler, has for six years 


operated one of the largest camera departments of the 
region offers an excellent illustration of the possibilities 
in the ‘field. Rose finds that a large percentage of his 
new-customer jewelry sales are produced from prospects 
who visited the store originally to buy cameras or photo 
supplies. To further this angle, he sells primarily higher 
priced, quality equipment, which fits in with the jewelry 
store atmosphere. The result is that the camera depart 
ment draws a store traffic that is not only gratifying in 
quantity, but is also highly desirable in its proportion 
of potential buyers of jewelry. 

As pictured, the camera department is located at the 
extreme rear of the store, occupying a space of 16x25 
feet, and consists of a single five-foot glass display case 
14 feet long, smaller cases for motion picture and color 
equipment, and a table for periodicals, enlargers, sup- 
plies, and featured merchandise. This space is approxi- 
mately 11 per cent of the total floor space of the store, 
which Rose moved into only recently, but camera depart 
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ment sales are well worth budgeting off that much foot 
age. The department handles all cameras, film, acces 
sories, motion picture equipment and supplies, literature, 
handbooks, and complete technical materials for color 
photography; has no selling costs because Rose himself 
is an enthusiastic amateur photographer, does all his own 
selling, and operates the department in conjunction with 
his jewelry business, rather than as a sideline. 

Location of the camera department at the extreme 
rear has two outstanding advantages in connection with 
jewelry, Rose points out. “First, it means that every 
customer must pass through a substantial amount of 
attractive jewelry display before reaching the camera 
department,” he says. “Second, the type of camera or 
supplies which the customer wants to see is always an 
accurate barometer of his buying tastes; and gives us 
exactly the lead desired in suggesting a look at this and 
that jewelry. For example, the customer who buys an 
expensive miniature camera will be interested in fine 
watches, good diamonds, and the better qualities of any 
merchandise. We have sold literally scores of better- 
priced wrist watches simply by pointing out to the ardent 


photography fan that the delicate timing involved with 


exposures justifies a microscopically perfect watch.” 

In addition to this, the department is highly profitable 
in its own right. It averages $10,000 per year, and turns 
its stock four times per year with ease. Rose operates 
on the basis of a $3,500 inventory at retail value, and has 
held to the four-time turnover ratio for six consecutive 
years without a setback at any time. 

The department specializes in more advanced sup 
plies, although there are cameras from $1 up in stock. 
“These are to appeal to tourists who can also be induced 
to buy costume jewelry, small gifts, ete., while in the 
store,” Rose explains. He has five nationally-known 
lines of cameras and equipment, including motion picture 
projectors and cameras, and emphasizes trade marked 
and advertised brands because of the fact that the aver 
age photography customer is fully familiar with photo 
graphic advertising, and responds better to known brands 
than to price promotion. 

As mentioned before, Rose runs the department him 
self, but the store watchmaker and another salesman are 


likewise camera fans of an advanced type, and capable 
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of stepping in. In the rear shop is a large, modern dark- 
room, which Rose uses for photographing jewelry he 
designs for his customers, and for his own developing. 
The store gives finishing service, but contracts this to a 
local photo house to eliminate the tiring hours necessary 
to turn out this work. With finishing and plenty of 
brands to offer, the Salina jeweler has built up a splen- 
did volume of “regular’’ patronage. He tries to trans- 
form jewelry customers into photographic prospects as 
well as the other way around; and has succeeded in many 
respects. He runs movies frequently for jewelry cus- 
tomers whose purchases indicate that their income can 
easily provide for expensive movie equipment; and 400 
feet of color movies which he took of the Coronada 
intrada, local fair, is being run regularly in Salina 
motion picture theatres with plenty of advertising bene 
fit for the store. He also telephones the wives of his 
customers, or husbands, if the ““woman in the case” is a 
photo department customer, and by suggesting fine 
miniatures, supplies, enlargers, etc., as Christmas gifts 
during the holiday season realizes a substantial amount 
of business from this source. 

In connection with his own photography, it might be 
well to mention that Rose has turned his skill with a 
camera into an asset in two fields of jewelry merchan- 
dising. He photographs every piece of jewelry which 


he designs himself, presents the customer with the photo- 


Rose usually allocates some window space to his $10,000- 
a-year photographic department. Cameras and supplies 
are shown (left) at the right of the lobby entrance. 


Below—Rose combines his talents as both jeweler and 
photographer to give customers a photograph of each 
custom-designed article of jewelry he prepares and sells. 





graph, and uses other prints in selling more custom- 

design service to later customers. (He was for several 

years with Jaceard’s of Kansas City where custom 

designed pieces are strongly featured.) Jewelry buyers 
(Please turn to page 73) 














The narrow 12' 6" front permits maxi- 
mum display and window-shopping room. 
Windows are projected to allow toe- 
room and accent the displays. The fascia 
and bulkhead material is wine Carrara 
set into the extruded bronze molding. 


Right—Looking towards the rear from just 
inside the entrance. Shallow wall cases 
display clocks behind the watch counters. 
The diamond department is at the left 
in front of the curving panel. Silver- 
ware is displayed in a curved open wall 
case opposite the diamond floor case. 


yROBLEM: How to get a modern, efficient, inviting 
sales establishment into a long, very narrow store 
area? ‘The firm that was remodeling, with this difficulty, 
was Sykes & Libby, Inc., of New Haven, Conn. Though 
the sales area was 47 feet deep, the width was a mere 
12 feet six inches. 

These pictures tell, almost without the necessity of 
words, how successfully spaciousness and departmental 
ization were accomplished through such things as pro 
jected show windows, recessed, fluorescent-lighted wall 
cases, 300-watt concealed reflector lamps with lenses 
delivering 82 foot-candles directly on the merchandise 
and 43 foot-candles in the balance of the store, a dropped 
white-painted ceiling suspended from the beams, pastel 
blue walls and custom-designed linoleum flooring. 

Four floor cases in the front merchandise men’s and 
women’s watches; clocks are displayed in narrow wall 
cases behind the watch counters. In the “‘waist’’ of the 
store, an ingenious curved panel arrangement houses the 
diamond jewelry department on one side and silverware 
on the other. Behind are cases for medium-priced 
Jewelry, hollowware, glass, radios and electrical appli 
ances. The cashier's office is at the rear. The store was 
designed and executed by Murray M. Pearlstein. 
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Making the Most 


Of the Narrow Store 


Above — Looking for- 
ward from the cashier's 
department: radios and 
electric appliances in 
open displays, then floor 
cases for moderate- 
priced jewelry and wall 
cases for hollowware, 
crystal and chrome. 


Left—Absence of elab- 
orate wall displays en- 
courages customers’ 
concentration on the 
diamond’ merchandise. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





















 geeeenne elude x soe ee % \ gs 
EGGS” -. ake aur ~~ o@Tty the P 
pe TE bance awe ese. BS cumeeee ae | 
:  panaeene i, pare '" ey’ TT: D8 ey alius et 






ae .* 
axe” gaeee* 
“* 


Leading newspapers feature 
this fine music series 


re ae Patrits 
arhert 


LONGINES-WITTNAUER 
WORLD'S MOST HONORED MUSIC 
RADIO PROGRAMS 
NOW ON 137 STATIONS 


including Canada and Hawaii 


LONGINES-WITINAUER WATCH CoO., INC., 580 FIFTH AVE. NEW YORK, N.Y. 
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How Many Jewelers Sell How Mueh? 


Stores with sales over $300,000 








in 1939 $300,000 or more per store. They represented 0.8 
per cent of the total number of jewelry stores; their com- lg 
bined sales ($59,601,000) comprised 16.5 per cent of the 7 
industry's total volume. Employed were 5,957 employes and 

33 proprietors of unincorporated businesses—an average of 

59 per store. 


of all jew- 


118 jewelry stores (98 independent, 20 chain-operated) sold Q 8% 
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16.5% of all jewelry store 





sold 


1939 between $100,000 and $299,999 per store. of all 
Representing 3.5 per cent of the total number of jewelry 
stores, they had combined sales of $80,528,000—22.3 per 


514 jewelry stores (422 indébendent, 92 chain-operated) 3.5% 4 


jew- 
elry stores 


cent of the industry's total volume—and employed 7,652 
employes besides 190 proprietors of unincorporated busi- 
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22.3% of all jewelry store sales 


nesses—an average of |5 per store. 
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936 jewelry stores (822 independent and 114 chain-oper- 6.4% 

ated) sold in 1939 between $50,000 and $99,999 per store. o¢ a1) tay. 

This group of stores represented 6.4 per cent of the total 

number of jewelry stores; sold a combined total of $64,- 
677,000—17.9 per cent of the industry's total volume—and 
furnished employment for 6,480 employes, in addition to 


581 proprietors of incorporated businesses—an average of 
7 per store. 





elry stores 
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17.9% of all jewelry 





AKE all the jewelry stores in the United States 
there were 14,559 of them at the time of the latest 


Census of Business—and divide them into two almost 





exactly equal numerical groups. One size-group—con- 
sisting of jewelry stores with an annual volume of $10,- 
000 or more apiece—would sell 90.5 per cent of the in 
dustry’s entire sales volume. The other size-group—the 
“little fellows” with sales below $10,000 a year—would 
account for only 9.5 per cent of the sales total, even 
though they constitute nearly 50 per cent of the whole 
number of jewelry stores. 

As shown in the latest Census of Business, the first 
of these size-groups contains 7330 jewelry stores, which 
in 1939 had combined sales of $327.328,.000. employed 
29,726 executives and employees who were paid $45,- 
572,000, and in addition provided a livelihood for 5988 
active proprietors of unincorporated businesses. 


> 
5 
On the other hand, the numerically-similar second size- 
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group (7229 stores with sales below $10,000 a year), had 
combined sales of only $34,267,000—about one-tenth of 
the volume of the first size-group. 

Sitting in lordly but somewhat solitary grandeur at 
the head of the table are nine jewelry stores whose indi- 
vidual yearly sales exceed $1,000,000. These extremely 
large establishments’ combined volume was $13,975,000 
in 1939, when they employed 1323 executives and work- 
ers, for a total payroll of $2,851,000. 

Next in point of size are 23 establishments with sepa- 
rate annual volumes ranging between $500,000 and 
$999,999 and an aggregate sale of $14,240,000 in 1939. 
That. year, this group furnished employment to 1685 
executives and employees, who received $2,834,000 in 
wages. 

In a third class of very large jewelry stores are 86 
with annual sales between $300,000 and $499,999. Total 
sales here were $31,386,000 in 1939, when these firms 
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PRE-CHRISTMAS 


RADIO 
BROADCAST 
SERIES 








duced from rough s 


You and your customers have seen RONSON 
advertising this year in Life, Ladies’ Home 
Journal, Saturday Evening Post, Harper’s 
Bazaar, House and Garden, etc. And RONSON 
advertising continues. For example, watch for 
the big RONSON ads in the November 17th 
and December rst issues of Life—a readership 
per issue of over 20,000,000! Watch for the 
superb half-page ad in the 


There's a 
RONSON 
for every man 
and woman 
smoker 


December issue of Ladies’ 
Home Journal—a reader- 
ship of over 18,000,000! 
Many of these readers live 
n your home town! Many 
smoke; they a// buy gifts. 


be complete, exciting RONSON lines through your 4 
pbder os at these permanent display rooms—New York: 

HM” Fifth Ave. « Chicago: 36 So. State St. * Los Angeles: 

25 S. Flower St. 








Aiming at Tomorrow's Bus 





TRADE MARK REGISTERED 


ONSON 


Greatest LIGHTER 


U. S. Pats. Re. 19,023—1,986,754; Canadian Pats. Nos. 288,148—289,889-€49,108; British Pat. Nos. 291,696—435.667; Other Pats. and Pats. Pending 


Ronson 


make wmere He 
orftul, tasting t' 
And you 


ont, 4 “Thow theres the 
con (V “ 


Gift | know 
they'll enjoy” 













’ RONSON 
(Re pre duced from 


iness a well as Today's 


You and your customers have heard RONSON 
broadcasting this year on a national network. 
You and they will soon hear a new series of 
pre-Christmas RONSON radio programs. 

And, whether or not you’ve got all the 
RONSONS you cou/d sell—display those you 
have. Not only at Christmastime but a// the 
time. It will make selling easier for you, add 
beauty and prestige to 


sa There's a 
, | ~~, «(yee windows and coun- 
rom inte ters and act as your sales 


insurance for the future. 
RONSON is doing /sk- 
ahead advertising for YOU. 
Do the same for yourself. 


ART METAL WORKS INC., Offices and Factory: Aron- 
son Sq., Newark, N. J. e Canada: Dominion Art Metal 
Works, Ltd., Toronto e England: Ronson Products, Ltd., 
London, W. C. 2. 
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Stores with sales, $30,000-$49,999 





1144 jewelry stores (1061 independent and 83 chain- 
operated) sold in 1939 between $30,000 and $49,999 C: 
per store. Stores with this annual volume comprise 7.9 7 9°, 

per cent of the entire number of jewelry stores. Their . ° 

aggregate sales, $43,527,000 figured 12 per cent of the of all jewelry stores 
industry's total volume. They were staffed by 4546 

employes and 864 proprietors of unincorporated firms 

—an average of 4 per store. 
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12% of all jewelry store sales 





Stores with sales, $20,000-$29,999 

































































=3°ae 1338 jewelry stores (1275 independent and 63 chain- 
= operated) sold in 1939 between $20,000 ~_ $29,999 9.2°/ 
a ae al i is si tituted 9.2 per 
per store. Enterprises of this size constitu pe R ‘o 
Pere Merrie aide r cent of all the jewelry stores in the United States. Their of all jewelry stores 
4 combined volume, $32,629,000, represented 9 per cent 
; yy of the industry's total sales. They supported 3,561 em- 
/] Ul ployes and 1,163 proprietors of unincorporated busi- 
y Vi nesses—an average of 4 per store. 


9°%o of all jewelry HH CHC CH CHC 
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Stores with sales, $10,000-$19,999 


3280 jewelry stores (3206 independent and 74 chain- 
. operated) sold in 1939 between $10,000 and $19,999 
per store. Stores of this volume made up 22.5 per cent 




















. aime of all the jewelry stores of the nation, and their com- ca 
yj § bined volume, $46,366,000, represented 12.8 per cent 22.5% = pla 
, 7 of the industry's entire sales volume. Working in these Y 
A F stores were 4534 employes, besides 3,158 proprietors of 
47 it Zz unincorporated businesses—an average of 2 per store. 
‘~ 








Se 12.8% of all jewelry 


store sales 
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Stores with sales below $10,000 


gear am 7,229 jewelry stores (7135 independent 
and 94 chain-operated) sold in 1939 less 
than $10,000 per store. Though estab- 
lishments of this size amount to 49.7 per 
cent of the total number of jewelry 
stores, their aggregate sales, $34,267,- 
000, represented only 9.5 per cent of the 
whole volume of the industry. These 
small businesses employed 2519 em- 
ployes, in addition to 7,059 proprietors 
of unincorporated stores—an average 
slightly over | per store. 








49.7% of all jewelry stores 
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9.5% of all jewelry store sales 





paid $5,564,000 in salaries and wages to 2949 executives 
and employees. 

Data for all jewelry stores selling in excess of $300,- 
000 a year are lumped together in the first of the seven 
charts shown on these pages. The next six charts and 
explanatory paragraphs show sales and employment by 
other size-groups. 

Further analysis of jewelry store sales volume shows 
that: 

632 jewelry stores have annual sales over $100,000. 
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Representing 4.3 per cent of all jewelry stores, they ac 
count for 38.8 per cent of the industry’s total sales. 

—1568 jewelry stores have a yearly volume in excess 
of $50,000. They make up 10.7 per cent of all jewelry 
stores but accomplish 56.7 per cent of all jewelry store 
sales. 

—2712 jewelry stores sell at the rate of more than 
$30,000 a year. Stores of this size comprise 18.6 per cent 
of all jewelry stores in the United States, and they per- 


(Please turn to page 73) 
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$ 
yours for Oo... 


Fine art work, engravings and 
typography costing hundreds of 
dollars to produce—to tie your 


advertising into the national 


diamond campaign. 





SPECIAL newspaper mats are now available 
to help you tell local customers you are the 
“trusted jeweler” referred to. Designed to 
fit into your individual store methods of 
advertising — illustrations by a famous 
pen artist, headlines of fine typography and 
hand-lettering, and copy suggestions. All 
highly flexible, giving you the opportunity 
to hand-tailor your own sales message on 
diamonds with expert and costly profes- 


sional material. Set of mats, at far below 
cost, $5. 


A New Window Display 





Proving popular! At last a superb win- 
dow and counter tie-in that lures traffic. 
Full-color Kodachrome miniatures in their 
natural page setting, mounted in a green 
velvet frame out of which spills a red 
velvet setting for your merchandise. 
Weight, 10 lbs. F. O. B. New York, $10 

. with two extra inserts which triple 
life of the display, $15. 


Radio Announcements 


Push Christmas sales with spot radio. Ac- 
tually, these one-minute announcements 
are one-minute shows with music, drama, 
shrewd selling copy, big-time technique. 
Ten announcements on a 16-inch recording, 
ready to use, $10. 

Enclose check with order: Diamond Pro- 
metion Dept., The Reuben H. Donnelley 
Corp., 305 East 45th Street, New York. 
De Beers Consolidated Mines, Ltd., and 


Associated Companies. 
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A diamond lotus clip with center of ca- 
nary diamonds, leaf-pattern diamond ear 
clips and bracelets and ring of canary 
and white d'amonds, from Black, Starr & 
Gorham, were worn by Miss Ann Joers. 


NEVENTY-FIVE top flight debutantes were intro- 
duced to society at the Diamond Ball and Debutante 
Cotillion, given at the Waldorf-Astoria, Oct. 24, by the 
New York Infirmary for Women and Children, for the 
benefit of that institution’s charitable work. 

Sponsored by the Jewelry Industry Publicity Commit- 
tee, the Diamond Ball won nation-wide comment from 
fashion magazines, the radio, newsreels and wire and 
photo organizations serving the social pages of newspa- 
pers everywhere. Both the New York Times and the New 
York Herald-Tribune gave it full pages in rotogravure. 

No one at the ball was without diamonds. Many of 
the debutantes wore interesting new designs in earrings, 
bracelets, clips and rings bestowed as coming out pres- 
ents by doting fathers and mothers. Ned Wayburn, who 
was for many years=the guiding genius of the Ziegfeld 
Follies, was in charge of the cotillion and the tableau 
vivant posed by 14 ladies of fashion, who appeared in 
their own 1941 gowns and wore their own jewels—in 
cluding dog collars, tiaras and stomachers. 

Even the escorts—and two young men were invited by 
each of the ladies—-were jeweled with diamonds. Each 
escort wore a silver band across his shirt front which 
bore a diamond bar. 

Little diamond hearts, diamond-studded vanities and 
diamond and silver tiaras were the favors awarded the 
girls and young society matrons who danced the figures 
of the cotillion. 
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DIAMOND BALL 


turns spotlight on jewels 


With her picture gown of net, Miss Betty 
Newton wore a diamond feather-design 
clip at the draped neckline, brace- 
let, ring and ear clips, from Cartier. 











Gowned in taffeta, Miss Diane Du Bois 
wore a necklace and bracelets of gradu- 
ated diamond sunbursts, a square-cut 
diamond ring and a scroll clip for the hair. 
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ARE CUTTING 


MELEE 
SINGLE CUTS 
Oo SIZES | 
| \ PANCY SHAPES J 


. a ie 
INQUIRIES INVITED 


a a OE 
MAX FINE & SONS, INC. 


CUTTERS OF “FINE MADE" DIAMONDS 
OFFICES AND FACTORY 
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FOUNDED 1890 
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ITER jeweled flowers and sprays, what? 


It was five years ago that the Paris Fair 


introduced floral jewelry, combining gold and col 


ored stones. By 1939 U. S. women everywhere 


clasped flower jewelry to their hearts. 

Anticipating demand for something different, the 
French—up to the invasion—had followed flowers 
with heads and figures, done in gold, colored stones 
and enamel. There were clowns, mythological gods 
and goddesses, ladies walking with thir dogs and 
an endless variety of amusing subjects. 

However, heads and figures haven't till now won 
American approval as the successors to flower 
jewelry, and Kaye Jordan, style and design co 
ordinators of New York and Providence, predict 
a trend toward liighly modeled geometrical pat 


terns, as illustrated by the topaz-mounted creations 


on this page. Free-flowing ribbons and swirls 


and high modeling soften the angularity. 
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WANTED! 


DIAMOND JEWELRY 
AND PRECIOUS STONES 


We are ready to purchase 


FOR CASH 


Diamonds and Precious Stones 


(Loose or Mounted) 





TOP PRICES PAID 


We are well-equipped to 
liquidate large estates 


For references, refer to: 
Manufacturers Trust Co., New York 
The Jewelers Board of Trade 


Your goods are insured while in our possession 


A. JAFFE & SON, Inc. 


Makers of Fine Diamond Jewelry 


ESTABLISHED 1892 
608 FIFTH AVENUE NEW YORK CITY 
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emerald cut. Name given to one of 
the principal types 
of facet cutting, the 
other is brilliant cut. 
In this cutting, com- 
monly used on emer- 
alds, the elongation 
of the rectangular 
facets is parallel to 
the girdle. The fin- Emerald Cut 
ished stone tends to 
be square or rectangular. See 
SQUARE CUT, STEP CUT; TRAP CUT. 

emerald filter. A piece of colored 
glass which passes only a band of 
reddish light and a band of yellow- 
green light. Genuine emeralds, de- 
mantoids and some green zircons 
look pink to red through this filter, 
other stones look green. The filter 
is also useful in the distinction of 
other gems. Also called _beryllo- 
scope, Chelsea filter, detectoscope, 
ete. 

emerald malachite. Dioptase. 

emerald triplet. Assembled gem made 
to imitate an emerald. Now most 





PALE BERYL 
OR CRYSTAL 


Cr 


Emerald Triplet 









commonly made of two layers of 
quartz with an intermediate layer 
of green cement, sometimes made 
with beryl and the cement. 

emeraldine. Misleading name for chal- 
cedony which has been dyed green. 

emeralite or emeraldite. Misleading 
name for light green tourmaline 
from Mesa Grande, Calif. 

emery. A commonly used abrasive 
material consisting of a naturally 
occurring mixture of corundum and 
magnetite, the magnetic oxide of 
iron. See CORUNDUM; EMERY PAPER. 

emery-buff. Hand-buffs, made of wood 
of various forms, covered with 
emery paper of grades from coarse 
to fine, used for operations similar 
to filing, for polishing, ete. 

emery paper, or cloth. Stiff paper or 
cloth coated with various grades 
of emery grains glued on, used 
for grinding and polishing, either 
as it is, or with the paper or cloth 
glued to wood or metal laps or 
buffs; grade-numbers are from 
0000, the finest, through 000, 00, 0, 
then 1 to 4, which is the coarsest. 

emery wheels, files, countersinks. 
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Abrasive tools of forms indicated, 
made of emery grains mixed with 
binding substance and molded into 
form. 

emulsion. Liquid in which a _ fatty 
substance is suspended in minute 
globules; many watch-cleaning so- 
lutions should be emulsions, and 
should be stirred violently in com- 
bining the ingredients; the omis- 
sion of this is what sometimes pro- 
duces solutions that give poor 
results in use. 

enamel. A medium used for decora- 
tive and other work on jewelry, 
watch dials, etc. Two principal 
types of enamel are: (1) hard 
enamel, a glass-like material in 
powder form melted on the work; 
(2) soft enamel, which is in liquid 
form to be painted on the work; 
this dries by evaporation or is 
baked hard in an oven. An almost 
obsolete kind of enamel work is 
seen on some old watches, compris- 
ing a background of neutral color, 
with decorations or pictures paint- 
ed on it and fired to fix them per- 
manently. 

enamel dial. Dial for a_ timepiece 
made of white or tinted hard 
enamel fused on a copper plate, 
with numerals of dark pigment 
fired into the enamel background. 
See ENAMEL. 

encrusting. See INCRUSTING. 

end-grain lap. A flat wood polishing 
lap usually of boxwood, cut across 
grain so that the lap surface pre- 
sents the end-grain to the work; 
usually used with Vienna lime in 
alcohol as the abrasive. 

endless screw escapement. A form of 
escapement using a “worm” screw 
and fan driven by the train, used 
in music boxes, and tried at times 
by manufacturers of watches with- 
out success. 

end mill. A rotary cutter for making 
flat-bottomed recesses, used in a 
lathe or drill press. 

endoscope (en’do-skope). An instru- 
ment used in the examination of 





How the endoscope directs a beam of light through a 
natural pearl, left, and a cultured pearl, 


the interior of the drill hole of a 
pearl. Its use permits the rapid 








distinction of natural and cultured 
pearls. 

endpiece. Tapered slide made of brass 
and set with endstone, for lower 
balance pivot bearing, in English 
lever watches. 

endshake. The play of an arbor per- 
mitted between its shoulders and 
their bearings in a watch or clock 
plate, or between endstones and 
the tops of conical pivots. 

endstone. An unpierced piece of stone 
set over a hole-jewel, for an end- 
bearing to limit the endshake of 
a conical pivot; a cap-jewel. 

Endura emerald. Misleading trade 
name for an imitation emerald. 

engaging friction. The friction in 
gearing that occurs between a 
wheel tooth and a pinion leaf, be- 
fore this action passes the line 
of centers. See CENTERS, LINE OF; 
DISENGAGING FRICTION. 

engine-gauge unit. An aviation in- 
strument that combines on one 
dial the indications of the oil and 
fuel pressures, and a thermometer 
for the cooling-liquid temperature. 

engine lathe. Type of turning lathe in 
which the cutting tool is mounted 
on a slide, moved by a lead-screw 
rotated by gearing connected with 
the lathe spindle. The “screw-cut- 
ting” attachment for a _watch- 
makers lathe converts it from a 
hand-lathe into an engine lathe. 

engine-turning. A form ¢« 
of decoration for sil- 
verware, watch 
cases, jewelry, etc., 
composed of en- 
graved lines, pro- 
duced on a special 
lathe with a recipro- 
cating cutter. 

English Dresden dia- wiiiiendaniel 

ongine-turned 
mond. A 119% et. cuff link 
rough diamond from 
Minas Geraes, Brazil, which was 
acquired in 1857 by E. H. Dresden, 
and cut into a drop-form brilliant 
of 76% ct. It was then sold to the 
Gaekwar of Baroda. 

English earth. Tripoli. 

English escapement. The detached 
lever escapement in which the es- 
cape wheel teeth are of angular 
form without club-tooth lifting 
faces; the lifts are performed by 
particularly sharp points on the 
teeth. 

English finish. A bright highly pol- 
ished finish on gold, produced by 
electro-gilding, on work previously 
given a high polish. 
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FINE GOLD RINGS “ORIENTA” Cultured Pearl 


with and without diamonds 
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A JEWELERS' DICTIONARY 
(From page 64) 


English round cut brilliant. A type of 
diamond cutting in vogue in Eng- 
land in the middle of the 19th cen- 
tury. It resembles the modern 
American cut except that the stone 
was cut for depth, rather than 
spread and the depth was the same 
as the diameter of the girdle. The 
crown of the stone was cut high to 
reflect directly as much light as 
possible, increasing the brilliance 
in this way, but decreasing the 
spread. See TRIPLE CUT BRILLIANT. 

English sizes. A system of designa- 
tion of the diameters of watch 
movements followed in America 
and England. A 10-size movement 
measures 1% inches, and the dif- 
ference per “size,” larger or small- 
er, is 1/30 of an inch. Below 1- 
size, the diminishing sizes are de- 
noted by naughts: 0 size, 00 size, 
and so on. 

English square cut brilliant. An early 
type of cutting with 16 crown 
facets, an octagonal table and 12 
pavilion facets, plus culet. The 
symmetrical grouping of the crown 
facets is a step beyond the cut- 
tings that until then had been in 
vogue. See DOUBLE CUT. 

English star cut brilliant. English 
square cut brilliant. 

English red. Finely powdered hema- 
tite used as a polishing material. 

engrailed. A border composed of a 
series of semicircular indents. It 
is the reverse of scalloped. 

engraver’s ball. An iron ball, resting 
in a ring-pad, with clamp to held 
a wood block on which work being 
engraved or chased is held by ce- 
ment; the simplest form of engrav- 
ing block. 

engraver’s cement. For holding irreg- 
ularly shaped work to wood block 
while being engraved; the most- 
used recipe is equal parts of rosin 
and brick dust melted together. 

engraving. The art of cutting designs 
in any substance; in the jewelry 
trades, particularly lettering, mon- 
ograms or decorations in articles 
made of the precious metals. 

engraving block. A 
heavy metal turn- 
table with clamps 
for holding work be- 
ing engraved. 

engraving pad. A lea- 
ther pad filled with 
sand, on which to 
hold work being en- 
graved. It is still 
used for work that — 
cannot be clamped 
in an engraving block; but former- 
ly was used for all engravers’ work. 

enhydros (en-hy’dross). A term ap- 
plied to chalcedony nodules partly 
filled with water, with movable 
bubbles often seen in curio collec- 
tions. Though mentioned in most 
gem books, they have little or no 
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gem use. Most are from Uruguay. 

enstatite (en’sta-tite). A member of 
the pyroxene group, a magnesium 
silicate. It occurs in crystalline 
masses and may be used as a decor- 
ative stone, translucent greenish 
pieces might be cut cabochon for 
use as an unusual, sometimes cha- 
toyant, gem. It may rarely be clear 
and dark green, like diopside. 
Small crystals were found in the 
blue-ground in South Africa and 
were sold under the name green 
garnet. Larger but poorer crystals 
are reported from Mogok. See BAS- 
TITE. 

entering pallet. Term sometimes used 
for receiving pallet, or “R” pallet, 
on which an escape wheel tooth 
first acts as it passes through the 
escapement. On either pallet, the 
corner first contacted by a tooth is 
sometimes called the entering cor- 
ner. 

entering tap. A screwthread tap with 
part of the bottom threads tapered, 
used for starting a tapped hole, to 
be followed by using a “second” or 
“bottoming” tap. 

entree dishes. Sometimes called break- 
fast dishes or double dishes, these 
are made with a flat top, and a de- 
tachable handle so that when re- 
quired, the covers can be used as 
additional dishes. Another style of 
entree dish was the English type, 
oval in shape with a _ revolving 
cover and a hot water pan for 
keeping the food hot. These were 
placed in a silver frame with feet. 
The attached cover was dome 
shaped and revolving, so when 
opened it turned back under the 
dish. 

eosite. An aventurine-like quartz from 
Central Asia. 

epaulet cut. A fancy 


diamond shape; in 
outline, a low isos- 
celes triangle with 


the two sharp angles 
truncated by short, 
parallel facets. 

E. P. B. M. Abbreviation for “electro- 
plate on Britannia metal.” 

E. P. C. Abbreviation for “electro- 
plate on copper.” 

epergne (aye-pern’). An _ elaborate 
center piece for table. decoration, 
little made in 20th century. They 
usually have slender standards on 
a richly worked base with branches 
holding dishes or baskets and some- 
times sockets for candles. 

ephemeris. A table of the daily posi- 
tions of the sun, moon, planets, and 
certain of the stars, used in taking 
transit observations for obtaining 
correct time. 

epiasterism (e’pee-as’’ter-ism). Aster- 
ism seen by reflected light, as in a 
star stone. See ASTERISM, DIASTER- 
ISM. 

epicyclic gear. Gearing in which one 
wheel travels outside or inside of 
another which has a fixed axis 
as used in some tourbillon or re- 
volving-escapement watches. 


Epaulet Cut 





epicycloid (epp-i-sie’kloyd). A curve 
traced by a point on the circum- 
ference of a circle as it rolls around 
the circumference of another circle. 
The epicycloid is used for the pro- 
file of addenda of teeth in gears 
used in horology. See ADDENDUM. 

epidosite. See EPIDOTE. 

epidote (eh’pee-dote). A_ silicate of 
calcium, aluminum and iron. It 
occurs in many localities in pris- 
matic dark green, strongly pleo- 
chroic green and brown crystals, 
but is usually so deep in color that 
it is unsuitable for gem use. Light 
yellow green masses, with pink 
feldspar are sometimes cabochon 
cut for local sale, under the name 
UNAKYTE. Epidosite is a similar 
mixture of quartz and epidote. See 
also PIEDMONTITE; PISTACITE; ZOI- 
SITE; THULITE. 

epilame. A process patented in 1925 
for coating surfaces of timepiece 
parts with a chemical film that pre- 
vents lubricating oils from spread- 
ing away from where lubrication is 
needed. 

E. P. N. S. Abbreviation for “electro- 
plate on nickel silver.” 

E. P. W. M. Abbreviation for “elec- 
troplate on white metal.” 

equaling file. A thin file with faces 
and edges parallel, for dressing the 
edges of a joint to be soldered in 
a ring, and for similar uses. 

équarrissoir (aye’quarr’i-swoyr’). 
Swiss or French broach, either for 
cutting or polishing. 

equation clock. A type of clock with a 
dial showing the difference between 
mean solar time, and apparent 
solar time as shown by a sun-dial. 

equation of time. The difference be-. 
tween apparent solar (sun dial) 
time and mean solar time as shown 
by the clock. See APPARENT TIME. 

equidistant escapement, or escapement 
with equidistant lockings. A de- 
sign-type of detached lever escape- 
ment in which both locking faces 
of the pallets are planted equally 
distant from their center of motion 
at the pallet center. See CIRCULAR 
PALLET. 

equipoised pallets. European term de- 
noting counterbalanced or poised 
pallets. 

erinide. Trade name for yellowish- 
green synthetic spinel. See 
EMERADA., 

erinoid. A synthetic resin. See BAKE- 
LITE; CATALIN. 

error, barometric. A timekeeping vari- 
ation in pendulums caused by 
changes of atmospheric pressure. 
The greater the pressure, the 
shorter are the arcs of motion of 
the pendulum, with a consequent 
effect on the timekeeping rate of 
the clock. In astronomical clocks, 
the pendulum runs in a controlled 
partial vacuum, to minimize this 
error. Ordinary clocks have pendu- 
lum bobs made of lenticular or 
double-convex form, to minimize 
this error. 
(To be continued next month) 
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HERE’S HOW 


the Keep sake Merchandising System _ 


Making them move out of the store faster, 
giving more sales and profits to the Authorized 


Keepsake Jeweler. 




























T IS easy to understand why the Keep- Movie trailers are another important help 
sake Jeweler is getting far more than an ready for use. 


ordinary share of the diamond business. Around Thanksgiving time he will send out 





, ; : some attractive mailing pieces in full color 
First of all, he receives profitable leads from 5 I 
30 K a that help him to sell his entire stock as well 
‘ eepsake advertisements that are run- 

as diamond rings. 
ning this Fall in 16 leading magazines, 


reaching 176,000,000 readers. 


He doesn’t worry about converting “shop- 


pers” into buyers because he has the 


Next, he has dramatic, eye-catching window Keepsake Counter Pad Merchandiser. It 
displays that do a real attention-attracting features a visual presentation that enables 
job for his store. him or his clerks to clinch the sale effec- 


He receives a series of attractive newspaper tively. 


; If you are ambitious to develop a substan- 

mats that are effective sales-builders and — ii 
tial diamond volume, and are willing to give 

add prestige to his store. ns 

a sound merchandising program your com- 


If he uses radio he has the advantage of ; , 
plete support. then write for full details 


dramatized one-minute announcements with about the Keepsake Franchise as a few 


selling dialogue and sound effects. dealerships are still available. 
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Rings.” 
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MORE TAX QUESTIONS AND ANSWERS 
(From page 45) 


bill, the merchant had given him title to the goods when 
he delivered the merchandise in consideration of charg- 
ing it to the customer’s account, and the date of the 
actual collection of the money has no bearing upon the 
tax status of the transaction. 


Q. A customer purchased an article on Sept. 30 
with instructions to deliver it to him C.O.D. De- 
livery was made on Oct. 1, the customer accepted 
the goods and paid for them. Is such a transaction 
taxable P 


A. Yes. If the customer had been unable to pay the 
C.O.D. charge upon delivery, or if for any other reason 
had refused to accept delivery, there would have been no 
sale. Therefore, the sale was not completed until the 
customer did take delivery. Since this did not take place 
until Oct. 1, at which time the tax was in effect, the 
transaction is taxable, since it was not completed until 
after the tax was in force. 

Q. When I sell old gold to the refiner, is the trans- 
action subject to tax P 

A. No. The tax applies to articles made of precious 
“NO TAX ON 


THIS, THANK 
GOODNESS!” 








metals but not to the raw materials. Hence old gold, 
bullion, sweeps, etc., are exempt. 


Q. Please explain the exact status of a compact 
under the tax. 

A. If the compact is sold empty, it is taxable only when 
it is made of, or ornamented with, precious stones, 
precious metals or imitations thereof. A compact is not 
considered an article of jewelry and, therefore, it is tax- 
able only under the clause which places a tax upon all 
articles made of or ornamented with precious metals, 
precious stones, or imitations of them. 

However, if the merchant sells a compact fitted with 
rouge, lipstick, powder, etc., the transaction is then sub- 
ject to a 10 per cent tax as a sale of a cosmetic prepara- 
tion, regardless of the material of which the compact is 
made. The Bureau of Internal Revenue rules that where 
a taxable article and the container are sold as one unit 
for one price which cannot be divided between package 
and contents, the tax applies to the entire amount of the 
sale, container included. 


Q. If I have an article in stock which is price- 
tagged at say $100, but in order to make the sale 
I let it go for $90, is the tax payable on the $100 for 
which the article is tagged, or on the $90 for which 
it was actually sold? 


A. The tax is based upon the actual selling price regard- 
less of the amount shown on the original price ticket. 
However, it is necessary, of course, for the jeweler to 
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have his records in such form that he can show that $90 
actually was the price received. 


Q. How can I tell whether or not a sale is exempt 
on the ground that the article was for religious 
use? 

A. The Bureau of Internal Revenue has ruled that in 
order to get an exemption on the ground that the article 
is for religious use, the retailer must have an affidavit 
from the customer stating that the article is to be used 


for religious purposes. 


Q. Is an electric clock subject to the 10 per cent 
retail tax, or is it considered an electric appliance 
and, therefore, exempt from the retail tax P 

A. Clocks are subject to the retail tax regardless of the 
form of mechanism by which they are driven. 


Q. Must I include state or local sales taxes in fig- 
uring the price on which the new Federal tax is 
based P 

A. No, not if the state or local sales tax is shown as a 
separate charge on the bill or sales slip, as is usually 
the case. However, if it is not shown separately, but is 
included in a lump selling price, then that total price 
must be used in computing the Federal tax. 


Q. Must I include the Federal tax in the price on 
which the state or local sales tax is computed? 


A. The decision on that point rests with the state or 
local tax authorities and may differ in different localities. 
Ask your state or city tax commissioner. In New York 
City, the Federal tax is excluded in figuring the price 


on which the city sales tax is figured. 


Q. Can my customers deduct the Federal sales 
tax in making their Federal income tax returns P 
A. No. Technically, the jewelry tax is a tax upon the 
retailer and not upon the consumer. Therefore, although 
the consumer pays the tax through its inclusion in the 
price of the goods, he is not considered to have been taxed 
directly by the Government. Therefore, the amount of 
the retail sales tax is not deductible from his gross in 


come for income tax purposes. 


Q. If I allow a commission to a broker or third 
party for making a sale, must I pay the tax on the 
entire selling price, or only on the net amount after 
deducting the commission? 


A. Commissions to agents or brokers are not deductible 
under any circumstances in computing the taxable sell- 


ing price. 


Q. On Oct. 2 a customer bought a watch for $25 
and paid the tax in addition. On Oct. 15, he came 
back with the watch claiming that it was unsatis- 
factory. The matter was adjusted by letting him 
have a better watch priced at $35, with the cus- 
tomer returning the first watch and paying the dif- 
ference. What is the tax on the $35 watch? Is it 
10 per cent of the difference in price or 10 per cent 
of the entire $35? 

A. The correct procedure in such a case is to charge 
the customer $35 for the new watch, plus $3.50 tax, a 
total of $38.50. Against this he is credited with the $25 
he paid for the first watch, plus the $2.50 tax or a total 
of $27.50, making the net amount paid by him on the 


exchange $11. 
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The jeweler then reports the $3.50 tax on his next | 


monthly report but claims a credit of $2.50 for the re- 
fund of the tax on the first transaction. The net practi- 
cal result is that while this procedure has to be followed, 
the tax on the adjustment covers only the difference in | 
the price of the two watches. 
Q. Must my monthly tax report be sworn to and | 
notarized P 

A. Yes, except when the total of the tax amounts to $10 | 
or less, in which case it may be merely signed, with two 
witnesses. All reports must be made in duplicate. 


Q. What is the deadline for making my monthly 
report? 

A. The report, together with payment of the tax which 
is reported, must be filed with the Collector of Internal 
Revenue for your district (the same office to which you 





CORRECTION 

In the Questions and Answers published in last 
month’s issue of JEWELERS’ CIRCULAR-KEYSTONE, the 
query, “Are compacts, cigarette cases and cigarette 
lighters subject to the tax?” was answered, “Yes.” 
This was an error, caused by the omission of a 
clause in the answer which completely changed its 
meaning. The correct answer is, “yes, if they are 
made of, ornamented, mounted, or fitted with 





precious metals or imitations thereof.” If the 
articles are made of other than precious metals or | 
imitations thereof, they are not taxable. | 

| 





send your income tax) on or before the last days of the | 
month following the one for which the report is made. 
lor instance, your tax return covering sales made during 
October, must be in the hands of the collector on or be- 
fore Nov. 30. When the last day of the month falls on 
Sunday or a holiday, the deadline is the next business 


day. 


Q. Must I file a report every month, regardless of 
the amount of tax due? 

A. Yes, even if there is no net tax liability for the 
month, a report must be filed. If you go out of business, 
your last report must be marked ‘Final Return,” with 
the facts stated. 


Q. How long must I preserve my records for pos- 
sible examination by a collector? 

A. Four years from the last day of the month following 
the one in which the sale was made. 


JEWELRY, MOST WANTED CHRISTMAS GIFT 
(From page 47) 


seventh; record players and records, eighth; candid 
cameras, twelfth, and pipes, fourteenth. 

Of 250 grammar school boys, the majority voted for 
watches in preference to even model airplanes, toy sol- 
diers, scooters and sleds. Ninth on their list, watches 
were topped by such things as bicycles, which was first 
pick, and chemistry sets, which were second most keenly 
wished for. Small radios were the seventeenth choice. 

To jewelers, of course, the outstanding news in all the 
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above would be the fact that nine out of ten of all the 
women—either home-makers or business women—hoped 
Santa would bring them jewelry or wrist watches before 


anything else. 

Stix-Baer-Fuller’s jewelry department showed the sur- 
vey results to doubtful gift-buying customers: With at 
least 1000 out of 1350 women asking for jewelry or 
wrist watches, you couldn't go wrong with jewelry or a 
watch! This ‘‘clincher’ produced hundreds of extra 
sales. 

The women’s vote for “Jewelry First’ also prompted 
a series of advertisements, one of which was titled 
“Stix, Baer & Fuller’s Gift Poll Shows What a Wise 
Santa Always Knows—That Ladies Love Jewels.” Copy 
read, “Topping the list on our gift poll of what career 
women want was jewelry! Second on the list (first if 
we add watches) of what wives wanted was jewelry, too! 
So, we say, the quickest way to a woman’s heart is to 
give her the gift that sparkles like the spirit of Christ- 
mas. Whether it’s a bright bijou for her coat lapel . . . 
costume jewelry treated as tenderly as the Koh-i-noor 

. or precious stones, fashioned to bring a starry look 
to a woman’s eyes ... you'll find it among Stix, Baer & 
Fuller’s glowing collection.” 

Largest jewelry ad the store ran last year, it featured 
a dozen pieces from costume jewelry priced at $5 to a 
diamond solitaire at $289, and brought in the largest 
volume of gift-purchasing customers in the department's 
history. 

The department also made several changes in provid- 
ing more display space, a larger line of costume jewelry, 
wrist watches and dinner rings, and a considerably in- 
creased advertising budget. Other departments also re- 
adjusted stocks and methods in the light of the survey’s 
findings. But the stand-out fact of the whole Christmas 
survey was the finding that at Christmas time women, of 
every occupation and age, do want jewelry—and ‘“‘want 
it bad.” 


THESE WINDOWS REALLY SELL 


(From page 51) 


floor at the other side and a wide rope of silver leaves. 
The background was scarlet velvet; three silver-tinsel 
stars were suspended from the ceiling. To complete the 
Christmas gift effect, a gaily wrapped package was 
shown on the higher of the two plateaux, between two 
large pieces of hollowware. Other hollowware, ranging 
in size and cost from a large, engraved tray to a salt 
cellar, was displayed on the elevations and the floor of 
the window. 

Certainly the gift department deserves a_ special 
window or two during the pre-Christmas season. One 
of the displays that Arthur A. Everts Co., of Dallas, 
used last year is shown No. 6 on page 51. Santa was 
seated at a miniature desk, hard at work on a long list. 
Propped against the front of the desk was a card, 
“Santa’s Headquarters—we have filled many requests 
for long-desired gifts and have them ready for Christmas 
delivery.” , 

Carrying out the gift idea, a number of packages of 
various sizes were shown in the window, wrapped at- 
tractively in silver paper and tied with red ribbons. 
Vases, bronzes, figurines and other better-type giftwares 
were displayed. 
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HOW MANY JEWELERS SELL HOW MUCH? 
(From page 58) 


form 68.7 per cent of the industry’s whole volume. 

—4050 jewelry stores have a yearly volume greater 
than $20,000. Though these stores represent only 27.8 
per cent of the total number of jewelry stores, they sell 
77.7 per cent of all jewelry store sales. 

—7330 jewelry stores have an annual sales volume in 
excess of $10,000. This group comprises 50.3 per cent 
of all jewelry stores and accounts for 90.5 per cent of 
the retail jewelry industry’s entire volume. 

The sixth and last size-group presents striking con- 
trasts with the other divisions of jewelry store sales 
volumes. Jewelry stores with yearly sales below $10,000 
comprise 49.7 per cent of the whole number of jewelry 
establishments in the United States, yet the 7229 stores 
in this size-group accounted for only $34,267,000, or 
9.5 per cent of total retail jewelry store sales. Mostly 
unincorporated and staffed only by their owners, these 
are principally one-man establishments. About one in 
three of these little businesses employs a second sales- 
man or watchmaker. Thus, in 1939, stores in this size 
group supported only 2519 paid employees in addition 
to the 7059 active proprietors of these principally unin- 
corporated businesses. 

The numbers and sales of jewelry stores selling less 
than $10,000 a year follow: 


STORES SALES 


SIZE—GROUP } 
Per Cent | Per Cent 
of all jewelry 


of all jewelry | 
Number | stores add 000) | store sales 
$5,000 to $9,999 | 3124 | 92.3 | $22,569 | 7.0 
$3,000 to $4,999 } 1923 | 1.7 7.590 | 2.3 
$2,000 to $2,999 } 945 | 6.7 |} 2,272 | 0.8 
$1,000 to $1,999 739 | 5.2 1,137 0.3 
9 } 245 0.1 


Under $999. . } 404 | 2 


The above table covers independent stores only; not 
included is data for 94 chain-operated jewelry stores, 
with combined sales of $454,000, 1.2 per cent of the 
total retail jewelry store volume. 

Also not included, in any of the foregoing, are watch 
and jewelry repair shops, which numbered 12,485 in 
1939. These are almost exclusively one-man, owner- 
operated establishments. They had total receipts of $29,- 
902,000, derived largely from repairs and to only a 
small extent from merchandise sales. 


4-TIME TURNOVER WITH CAMERAS 
(From page 53) 


appreciate the photograph for application with insurance 
policies, mention it to friends. Another unusual use of 
his photography was to photograph a watch movement 
to delineate escapement wear, enlarging it successively 
10, 20, 30, and 40 times. Four 8x10 photos of this 
movement are used by the horological department as 
highly interesting steps to selling watch customers on 
repair service. Incidentally, the Leitz Co., manufactur- 
ers of Leica cameras, paid Rose $50 for the set of pic- 
tures, so unusual were they in detail. Greatly enlarged 
photographs thus help Rose to tell each customer exactly 
how a piece of jewelry was designed and executed, how 
a watch was repaired, etc. 
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The primary asset of the camera department, Rose 
states positively, is the way with which it aids jewelry 
sales because camera selling opens the road to jewelry. 
‘or example, a customer recently entered the store with 
his wife, to purchase an enlarger at $90. While the sale 
was discussed, the wife discovered a sterling silver tea 
set which appealed to her greatly, and humorously told 
her husband that he could not have his enlarger unless 
she was allowed the tea set. Result: more than $250 in 
sales in one hour’s time, neither of which might have 
been accomplished without the camera department. In 
another instance, an elderly customer of the store be- 
came interested in photography; bought a $160 camera, 
$80 enlarger and a $300 ring on the same day. There 
are many such instances in which one department “‘sold” 
the other for Rose, and he considers his long list of 
camera department buyers as his most potentially profit 
able jewelry prospects. He never sells one without sug 
gesting the other, and is always ready to demonstrate 
photography by snapping the picture of the customer. 

Rose budgets $15 per month for camera department 
advertising, and keeps one window display constantly 
presenting new equipment and supplies. His ads go in 
farm newspapers as well as the city daily. Although 
credit is relatively unimportant with the high class of 
customers most frequently realized, he offers 30 or 90 
days without carrying charges on all photographic equip- 
ment, and on sound movie equipment, which is his most 
expensive line. In any case, this jewelry store has found 
that good management of a camera department has cre- 
ated an equal extra volume in jewelry sales—well worth 


while from every standpoint. 


GEMS ADORN VEILED PROPHET'S BALL 


Jewels again were a dominant note in the Veiled 
Prophet’s Ball, the St. Louis function which was held 
for the 63rd time on Oct. 8 and opened the Fall and 
Winter social season in the Missouri metropolis. 

The mysterious “Veiled Prophet” and his “krew” are 
supposed to sail down the Mississippi from some nirvana 
in the clouds and each year head the big civic function 
in the city auditorium. Actually, the prophet and his 
underlings are prominent St. Louis businessmen, who 
never divulge their names, inviting thousands of the 
city’s residents to a full-dress ball and pageant. 

In addition to emphasizing dress fashions, the ball 
also accents current jewelry styles, for the prophet 
bestows heavily jeweled crowns upon his queens, brides- 
maids and ladies of honor, sends jewelry to his favored 
consorts, and gives exquisite jewels as favors. 

The crown this year was a coronet of silver, studded 
with six sapphires, a large central pearl and ten smaller 
whole pearls. It was duplicated in smaller style for four 
maids of honor. 

Jewelry trends noted at the ball included larger clips, 
brooches, bracelets and necklaces, particularly in several 
tones of gold, with bird and flower motives predominant. 
Pearls, set in clips, brooches, rings, necklaces and pins, 
were more noticeable than at any time in the last decade. 
Diamonds, set in platinum and in combination with 
colored stones in gold, glittered everywhere from fingers, 
wrists, bosoms, hair, shoulder decolletages and belts. 
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HOW SLAVICK'S RECORDS THE TAX 


SIMPLIFIED, yet most effective system of keeping 

permanent records of Federal and state jewelry 
tax collections, has been worked out by the Slavick 
Jewelry Co. of Los Angeles. 

This system consists of having triplicate sales checks 
of the usual sort. However, in the upper left-hand 
corner is printed “All items on this sales check are sub 
ject to Federal and state taxes.” In case there is no 
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Sales check, reduced one-third, used by Slavick 


Federal tax on the items bought, this “box” is scratched 
out. All transactions in the state of California are sub 
ject to a three per cent tax. 

One of these triplicate sales checks goes to the cus 
tomer, whether it be a cash or a charge sale. A second 
slip goes to the bookkeeper for the store’s records, while 
the third slip is kept separate for tax records. At the 
end of each day’s business a tax summary is made out, 
which gives the total of all the store’s transactions which 
are subject to Federal and state taxes. This daily card 
record is filed away after all the daily sales slips have 
been attached to it, and the complete records have been 
entered in a special “tax record book.” 

No attempt is made to segregate the various items for 
tax purposes in the daily record. Retail prices include 
the Federal tax, then by deducting one-eleventh from 
the total sales, the amount due the Federal government 
is revealed. 

Should either the Federal or state authorities desire 
to check the daily sales at any time, this can be easily 
done as all sales checks are kept with the daily summary 
of taxable merchandise. 

This is a simple method of handling the tax collection 
situation from a permanent angle viewpoint as well as 


from daily transactions. 


WATCHES IN CARGO SUNK BY SUB 


Swiss watches and movements, perhaps several hun 
dred thousand of them, became casualties of war last 
month when the Portuguese freighter Corte Real, bound 
from Oporto for the Azores and the United States, was 
sunk by a German submarine, which towed the ship's 
lifeboats 20 miles toward the Portuguese coast. 

The incident occurred Sunday noon, Oct. 12, one day 
after the Corte Real had sailed from Portugal. A German 
plane first flew low over the ship and shortly afterward 
a German submarine broke to the surface nearby. The 
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DEAR MR. JEWELER-- 





Let me work for you. 
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I will show your clients new 
styles in Orienta Pearl Jew- 
elry--Beautiful 14K mountings 
which will bring buyers into 
your establishment. 
An eight page folder gratis by 
Leys, Christie & Co., Inc. 
65 Nassau St., New York 
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MELLE, Melle, Mette. 


We offer for sale first quality White Zircons ranging in size 
from one millimeter up. 


These stones are being used in greater abundance every day; 
but, our stock is large enough to satisfy even the greatest 
demand. 


Why not let us show you some Zircon Melle today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 





48 WEST 48TH STREET NEW YORK CITY 











Creations of sheet beauty Fs ‘ 
| and ferfection te sival Nature's talent a 
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105 CHESTNUT STREET » NEWARK » NEW JERSEY 
NEW YORK * CHICAGO * SAN FRANCISCO + LOS ANGELES 
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submarine captain came aboard, inspected the ship's | 
papers and cargo of tungsten ore, cork, canned fish and | 
watches, and ordered the six passengers and crew of 
36 into lifeboats. 

The Germans then opened the seacocks, fired with 
their deck gun and finally dispatched the Corte Real with 
a torpedo. 

Just how many watches and watch movements were 
lost with the Corte Real could not be determined, before 
the Flormacy Co., the ship’s New York agents, received 
the manifests, but it was learned that the Corte Real was 
forwarding the entire cargoes of two Swiss-chartered 
coastwise vessels in the Genoa-Lisbon run. These boats, 
the Maloja and the Padua, had sailed from Genoa on 
Sept. 10 and Sept. 20, and contained watches and watch 
movements, besides other Swiss merchandise consigned 
to the United States, after transshipment to the Corte 
Real at Lisbon. 

In certain quarters, it was estimated that the watches 
and movements would have had a landed value of $1,- 
000,000 to $1,500,000, but elsewhere these figures were 
considered too high. 

American importers of Swiss watches have lately been 
receiving shipments at the rate of about once a week, via 
American Export ships, three of which arrive every four 
weeks, and various Portuguese and Spanish vessels, be 
sides an occasional Swiss-chartered ship. 

This improved rate of shipping, coming after various 
alarms during the summer, has considerably cheered the 
importers. The regulation imposed last July that Swiss 
factories might complete and export to the United States 
no more than 60 per cent of their orders has not reduced 
the volume of imports much below what would have been 
expected anyway. The orders that had been placed 
before July were of such proportions that they could not 
have been filled this calendar year in anything like their 
entirety. 

Watch jewels, however, have been completely stopped. 
The German and Italian authorities, through whose ter- 
ritories all Swiss exports have got to pass, have cut off 
transit permits, since late last June, for not only jewels | 
and parts but also chronographs, timers and other spe- 
cialty watches. 


MELEE CUTTING IN HAZLETON, PA. 


America’s young and growing melee-cutting industry 
has started to branch out beyond the metropolitan New 
York area. 

A contract was signed last month between G. Elfen- | 
bein, Inc., of New York, and the Chamber of Commerce 
of Hazleton, Pa., by the terms of which the Elfenbein 
firm is to establish a melee factory in that Shenandoah 
Valley city of 40,000 population. 

G. Elfenbein, Inc., formerly cut diamonds in Antwerp, 
Belgium. 


HAEGER POTTERIES EXPANDS KILNS 


A new continuous tunnel kiln is now in operation 
at the plant of Haeger Potteries, Inc., Dundee, Ill. The 
new kiln is a part of an expansion program which also 
includes new buildings, now under construction, to an- 





swer heavy demand for Royal Haeger art pottery. 
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CTERLING SILVER 


RACELETS 
LINK ® T0 RETAIL 


$4 each 


Mn, ee © L STYLES 
NECKLACES TO MATCH-$1.95 






io STYLES! 





Immediate Delivery-ORDER TODAY! 


87 WEYBOSSET ST. 
di PROVIDENCE, R. I. 







303 FIFTH AVE. 
NEW YORK CITY 
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A D Leveridge. 


607 FIFTH AVENUE 
NEW YORK 


Re: Your Diamond Supply 


While Holland and Belgium continue to be occupied by the 
enemy, sources of diamond supply must remain irregular. 


But I have been kept active by supply through former oper- 
ators and cutters, now here, with whom I did so much business on 
behalf of my clients during thirty voyages abroad and a foreign 
residence of five years. 


A lifetime of experience in sorting and merchandising single 


cuts, melees, sizes and all other categories of diamonds, will be an 


advantage to those who avail themselves of my services. 


Commission basis arranged for quantity or periodic orders. 


Without obligation, write me your special requirements. The 


response will be prompt and satisfactory—your savings great. 


ATHOS D. LEVERIDGE 
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WEDDING RINGS 
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fee Convert your stock of 
narrow wedding rings 
to the now popular 
wide band styles with 


Sherman Rim Rings. 
In 14k yellow, white or pink 


old—$2.60 pr. Attached to 
a ring you send—$1 add'l. 


Cherman & Co. 


cturers 


New York 


Refiners—Metallurgists—Man ufa 


197 Canal Street 


\RIM RINGS 
i Sell! 


LOVE RINGS 
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UNIBRA 
TRADING CORPORATION 


Brazilian Semi-Precious 
Stones 


Topazes, Amethysts 
Aquamarines, Beryls 


Tourmalines 


10 Rockefeller Plaza 
NEW YORK 


COlumbus 5-0999 
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BERMUDA TO BE ROUGH DIAMOND MARKET? 


Establishment of a diamond export center in Hamil 
ton, Bermuda, is reported under consideration by the 
Bermudan House of Assembly. Under the plan the 
Diamond Trading Co. of Kimberley, South Africa, would 
set up a local representative there and stocks of rough 


diamonds would be stored in Bermuda. The colony 
would collect a sales tax of one per cent. 

A bill making provision for guarding any stones kept 
in the colony was given first reading by the House. 
J. W. Cox, piloting the measure, told the assembly that 
for certain reasons it was impracticable for the Diamond 
Trading Co. to market stones in the United States. 

Indicating there would be a heavy traffic in the gems, 
Cox told newsmen later that, at one per cent of the sale 
value, Bermuda would get “thousands and thousands of 
dollars.” 

Diamond-cutting activity in Amsterdam has nearly 
dried up, according to publications of the German jew- 
elry industry recently received in this country. Stocks 
of partly finished goods—material seized when the Ger 
mans overran the Low Countries—have been almost en 
tirely worked out, and only 200 cutters are now em 
ployed, most of them merely part-time. The German 
publications do not reveal the state of the diamond in 
dustry in Antwerp. 

In England, a higher wage schedule has been put into 
effect because of the increased demand for diamonds, 
particularly for export. The schedule was submitted to 
the Industrial Court by the Diamond Manufacturers As 
sociation and the Society of Goldsmiths, Jewelers and 
Kindred Trades, and establishes the minimum wages to 
be paid by the various diamond cutting factories. 

The minimum British wage for skilled polishers work- 
ing a full week is now $30.23. A differential is estab- 
lished for quality workmanship. 

Sir Harold Morris, president of the Industrial Court, 
said that the schedule should not apply to hard, knotty 
or cross-grained stones, or where employes were in- 
structed to take out feathers or piques. Prices to be 
paid for such work would be agreed upon between 
employers and workmen. 


ITALY FORBIDS GEM BUYING AND SELLING 


Buying of precious stones and metals has become so 
extensive in Italy that the Fascist Government has pro- | 
hibited such transactions entirely. The reason for the 
dealings, according to letters from Italy, was that capi- 
talists were hedging against an Axis defeat. 

However, the official Fascist explanation for the de 
cree is to stop any attempt at gold hoarding or the con 


version of Italian currency into jewelry or precious 
stones so that “when Italy’s soldiers return to their 
homes and families after a victorious war they will not 
find their currency hopelessly devaluated.”’ 


APPEALS TO HOBBIESTS' INTERESTS 


Timeliness often proves a colorful aid to promotions. 
In observance of National Coin Week, for instance, | 
Brenner's, Trauger’s and Meissner’s jewelry stores in 
Racine, Wis., cooperated with the Racine Coin Club by 
displaying coins furnished by members in their windows. 
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We HAVE A LARGE COLLECTION 
OF IMPORTANT GEM STONES 
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Genuine “Trublak”’ 


(TRADE MARK) 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 
EC CM OMG Ts 


be 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


Minimum quantity required per size 


and shape ... 300 pieces. 
NO JOBBING ...NO RECUTTING 
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Modern Watch Repairing and Adjusting. By John J. Bowman and 
Emile Borer. Henry Paulson & Co., Chicago, 1941. Third edition, 
revised, with eight new chapters, 188 p., 160 illustrations and 
double-page plate. Sent postpaid for $2.50, from Book Depart- 
ment, JEWELERS’ CIRCULAR-KEYSTONE. 


N the publisher's preface to this new third edition of 

a book well known to watchmakers here and abroad, 
it is explained that the joint authorship of the earlier 
editions was by Emile Borer, a Swiss authority, and 
Arthur Tremayne and T. R. Robinson of London, 
England. 

For the second edition, printed in England, Henry 
Paulson & Co. of Chicago were appointed distributors 
for the U. S. A. Mr. Paulson says: “In planning for 
this third edition, it was decided to revise the book 
again and to print it in America. A re-examination of 
this and all other horological books now on the market, 
decided us to seek an authority with full knowledge of 
horological needs in this country, and competent to 
judge what portions of the second edition to retain, and 
to write new chapters to make of the third edition a 
book that would realize our ambition to assist American 
watchmakers in the efficient use of the tools of their 
trade. The result was the engagement of John J. 
Bowman, who for 38 years has been a leader in horo- 
logical education in America; director of Bowman 
Technical (Horological) School at Lancaster, Pa.; 
chairman of the educational committee of the Horo- 
logical Institute of America; and technical editor of 
Tue Jewevers’ Circutar-Keystone. Mr. Bowman is 
a recognized authority in America and Europe; and it 
is a satisfaction to feel the confidence his work on this 
book should inspire.” 

The first eight chapters are new, written by Mr. 
Bowman; the others retained of Mr. Borer’s have been 
revised by him, bringing them fully up to date. These, 
in ten years circulation of earlier editions, have won 
recognition for high merit now very widely known. So 
our remaining comment shall be about the new chapters. 
Mr. Paulson sent the manuscript of these for criticism 
to Mr. Tremayne, editor of The British Horological 
Journal at London, who cabled his opinion in three 
words: “Bowman manuscript marvellous,” which led us 
to read these chapters with rather unusual curiosity. 

What stands out is a definite art or educational 
method in the writing of them; Mr. Bowman’s work in 
this book reveals a masterly use of the psychology of 
teaching that is rare indeed in horological books. Un- 


’ 


derlying all is the appeal to a development of very high 
skill with basic tools, that is far too scarce, especially 
today when national defense calls for this so urgently. 
Among the books on horology now obtainable, there 
are some good ones on timepiece mechanisms and their 
repair and adjustment; but too few that deal with ac- 
quiring the actual skills for practical work. It is to 
supply that need that these first eight chapters are 
devoted. 

We sense that the student reading this book will be 
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given unusual inspiration to excel in his work. Our 
recommendation might include that such writing could 
well be devoted to new books on many of the other sub- 
jects in horology, for the general uplifting of craft 
standards. 


The Mining of Gems and Ornamental Stones by American Indians. 
By Sidney H. Ball. 77 p. 3 full plates. Published by Smith- 
sonian Institution, Washington, D. C. 


HIS monograph by one of the world’s foremost ex- 
perts of the mining of precious stones is a scholarly 
research covering the use of gems by the American 
aborigine before he came into contact with the white 
man. Eighty-four gem materials, in addition to gold, 
silver, platinum and copper, were known to these primi- 
tive Americans. How and where he mined them, how 
he cut and carved them, how he used them, are here set 
forth with tables, maps, and bibliography of the scat- 
tered material hitherto published on the subject. Here 
the topic is organized and presented in complete, orderly 
fashion for the first time. 
The booklet should be of keen interest to jewelers who 
lecture, to mineralogists, and to students of both Ameri 


cana and precious stones. 


Taking the Merchandise Inventory. By James J. Jackson 1941, 
Chemical Publishing Co., Brooklyn. vii, 262 p. $4. 
UTLINES inventory-taking procedure, in manu- 

facturing plants and warehouses. It is doubtful 
whether the methods which are described could be used 
advantageously, in retail business, by any but the very 


largest stores. 


2213 JEWELRY STORES ARE INCORPORATED 

All retail jewelry stores in the United States, enu 
merated in 1940 for the Retail Census of 1939, have been 
analyzed according to their legal form of organizatfon. 

The corporate form of organization leads all others 
in sales, accounting for 47 per cent of total sales, in 15 
per cent of the stores. Of the 14,559 jewelry stores re 
ported by the Retail Census for 1939, 2213 are organ- 
ized as corporations, or 15 per cent. Their combined 
sales, $168,846,000 amounted to 47 per cent of total 
jewelry store volume, which was $361,595,000 in 1939. 

Individual proprietorships account for 39 per cent 
of total jewelry store sales—#141,056,000 in 1939. This 
form of organization includes 10,677 stores, or 73 per 
cent of all the jewelry stores enumerated by the Census 
Bureau. Some very large stores are owned and operated 
by individual proprietors. 

Partnerships, or enterprises in which two or more 
individuals are financially interested, operate 1607 
stores, 11 per cent of the total number of jewelry estab 
lishments. They had a sales volume of 350,418,000 in 
1939—14 per cent of the industry’s total sales. 

In addition, the Retail Census disclosed one coopera 
tive association and 61 jewelry stores in the “other 
forms” classification, whose legal form of organization 


is unknown or unreported. 


Do you appoint a special person to welcome the new 
employee, to explain where coat rooms are and what day 
is pay day and all the other familiarities which puzzle 


and confuse the new worker? 
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Once you meet the ROYAL FAMILY you'll be. 
friends for life. For every member of the 
ROYAL FAMILY will do a profitable and suc- 
cessful selling job at your jewelry counters. 
In the ROYAL FAMILY there are Rock Jewels 
of imported crystal stones to retail from $1 


to $15; neckwear, bracelets and earings. 
Write for samples today. 




















ROYAL PIN 
Made of Import- 
ed Crystal Stones 

No. 2199 


Write for sample. 


ROYAL PIN 
Made of Im- 
ported Crystal 
Stones 
No. 2169 
Write for 
Sample 
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Genuine Whole Pearls 


All Sizes 


Genuine Zircons 


Whites and Blues 


MAIL ORDERS FILLED 
PROMPTLY 


e DIAMONDS 

¢ ZIRCONS MELEE 

e GENUINE ORIENTAL WHOLE PEARLS 
e TIGEREYE CAMEOS 

e AMETHYST—TOPAZ 

e AGATE—PLAIN OR DRILLED 

e SYNTHETIC 

e CULTURED PEARLS 


Special Cutting - Encrusting and 
Drilling Orders Get Special Attention 


Send Us Your Inquiries 


MAX STERN & CO. 


Importers of Precious and Semi-Precious Stones 


17-23 JOHN ST. NEW YORK 
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_J ERE’S A WAY to make your holiday specimen 
tables, whether for Thanksgiving or Christmas, 
different and interesting. The idea is to get as close as 
possible to the interests of your public with a series of 
tables. You will need to figure out the currents in your 
local community and then arrange china, silverware, 
glassware and floral set-ups to go with. For instance, 
if your community is booming with defense industries 
and newcomers are thronging in, make one table in 
your series a two-some, holiday affair for a young couple 
away from home. If you are near a camp, devote one 
table to a family’s holiday dinner honoring its visiting 


| warrior. If your cemmunity is enjoying a bridal boom, 


one table could be expressive of the thrill newlyweds get 


in giving their parents a first dinner. Your local florist 

should be glad to work out themes in return for a card 

on each table attributing the floral handiwork to his shop. 
* * * 

WHEN you svTaGE a promotion, do you make certain 
that all of your salespeople are in on the know? They 
are your points of contact with the public—the vital 
contacts where all your plans ‘make or break.” 

= «6 

ACTION IN A WINDOW still can’t be beaten for eliciting 
interest. A good idea for Christmas is to have a gold 
forward-tilting floor with a gold treasure chest in the 
center, automatically opening and closing to display 
jewelry. The window card might read, “Give Her a 
Personal Gift.” * * 


For AN INTERIOR grouping of your best and most ex- 
clusive pieces you might exploit the theme, ““Heirlooms 
of Tomorrow.” x * 

Here's AN INEXPENSIVE display that can do duty in a 
window, as an interior display, or even as a wall hanging 
for some cheerless and unproductive spot! On a sketch 
of a well-groomed man, pin the actual pieces of jewelry 
that you feel he needs to be well dressed and frame the 
whole depiction! Call it “Jewelry Essential to the Well- 
Dressed Man.” * * & 

As PARTY TIME approaches you might cooperate two 
ways for a three-way promotion. Your local beautician 
should design a series of hair-dos featuring your jeweled 
combs and clips and your local photographer should 
shoot them. Each of you can show them in your windows 
and in your shops for the duration of the holiday season 
with credit cards to the other two. 

* * * 

Wuat’s DEARER to an individual’s heart than his 
hobby? You can capitalize upon that interest with a gift 
series devoted alternately to men’s and women’s hobbies. 
l‘or instance, the window card saying, “If she loves 
flowers and gardens” should be accompanied by flower 
motifs; “If he’s active’ should be expressed with animal 
and dog cuff links, fobs, etc.; “If she’s a careerist”’ 
should be developed by jewelry, pens and pencils, so- 
phisticated cigarette holders, etc. 

* * 


I'oR AN ATTENTION-ROUSING idea, scheme out a corner 
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of unusual gift items especially chosen for those people 
who have everything. Promote the fact in your adver- 
tising—a single line at the bottom repeated in every ad 
will do the trick—that you have special suggestions “For 
those difficult people on your gift list!” 

* * * 

Bonwit TeLver’s, New York, developed a series of 
windows that any store can use for inspiration for either 
one, two or more displays. With the theme, “Jewels to 
the point—Wear the new jewels in new places that 
count,” the store showed a mannequin half-figure with 
black dress and jewelry on hats, gloves, wrists and one 
shoulder. Your most prominent specialty shop should be 
glad to cooperate with you in providing the apparel 


accessories. 
* as * 


Invite Ovpsters to unearth early examples of hat 
pins and give a prize to the oldest sample. Display 
them in one window and show new ornaments—on hats 
—in the other. Brooches, worn on hats, are high fashion. 
Now’s the time to cash in on it. 

* * * 

TURNING To cLocks, why not put this slogan under 
the clock in your window . . . that is, if you sell on de 
ferred payment plans? “We Give You Time.” 


HOW MUCH SHOULD PACKAGING COST? 


In these days of rising costs of doing business, the 
problem of cutting costs confronts every jewelry mer- 
chant. And one of the spots where he sees an oppor 
tunity to reduce expenses is in the purchase of his pack 
ages. But is that the place to trim costs? 

Maier & Berkele, Inc., Atlanta, Georgia, does not 
think so, according to A. L. Chapman, secretary-treasurer 
of the firm. 

“We have experimente’ with trying to reduce oper 
ating expenses by cutting corners on the quality and 
beauty of our packaging,’ Mr. Chapman points out, 
“and this experience proves to us that such cost-cutting 
is poor economy.” 

The company spends approximately 2 per cent of its 
gross volume for packaging. 

“We look upon packaging as a form of our regular 
advertising,” Mr. Chapman stresses. “We do not be 
lieve that we do any type of advertising that is more 
effective, in the long run, than the use of attractive and 
dignified packaging in keeping with the merchandise we 
sell.” 

At one time the company attempted to cut packaging 
costs by providing cheaper packages for popular-priced 
merchandise; but this did not pay, because people had 
been accustomed to receive their purchase at the store 
in fine packages and the fact that an item was a low 


priced one did not prevent their expecting the same 


type of fine package that they had seen with finer 


jewelry. The result, Mr. Chapman says, was the loss 
of opportunity to build goodwill with the sale of popu 
lar-priced items. 

After trying to reduce package costs below the 2 
per cent level for some time, the company definitely has 
concluded that less than 2 per cent expended on pack- 
aging is false economy. 
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Wadsworth Cases 


Let the **Maseuline Appeal’ as set forth 

by Wadsworth craftsmen add to the sale- 

ability of your watches. Yes. for men 

whose training has made them Quality 

Alert . . . Wadsworth Cases definitely 
impress. 


Offices 
New Vork, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC, DAYTON, KENTUCKY 

















ELLIS APPLIANCE DISPLAYS—W. H. ELLIS, RIGHT 


Diamonds and Refrigerators 


Y EEKING further revenue from their thousands of 
KJ good-pay accounts, to diversify their stocks through 
the addition of allied merchandise, and to develop store 
traffic, jewelers in many a city are selling the smaller 
domestic electrical appliances with brilliant success. 

Down in Birmingham, Ala., the Ellis Jewelry & Op 
tical Co. has pioneered with an electrical merchandise 
department that includes, besides electrical roasters, 
toasters, grills, mixers, radios, vacuum cleaners and other 
portable objects, a complete line of the larger home 
electrical instruments—refrigerators, ranges and wash 
ing machines. 

It has been found that the jewelry business helps the 
appliance business, and vice versa. Both businesses have 
separate street entrances. 

The 39 year old concern took on electrical appliances 
ina small way three vears ago, displaying them, at first, 
in a small area at the rear of the store. The business 
grew rapidly until it became necessary to double the 
store space, one side now being given over entirely to 
the display of electrical wares. 

In taking on a complete line of appliances, the com 
pany dispatched letters to its thousands of accounts 
advising of this fact and inviting them to come to the 
store for appliance needs in the future. 

The letter to customers read: 


We wish to take this means of thanking you for your 
past business and to invite you to visit us in our new 
and enlarged electrical appliance department. We are 
now better able to serve you in your electrical appliance 
needs and we sincerely hope that you will continue to 
make our store your headquarters. 

Hoping that we have the pleasure of an early visit. 

Yours truly, 


ELLIS JEWELRY & OPTICAL CO., INC., 
Electrical Appliance Department 
Manager 


84 








by GEORGE H. WATSON 


P. S. We have a nice little souvenir waiting you on 
your next visit. 

In addition two salesmen were hired on a minimum 
salary, plus commission, and put on the outside calling 
on old customers, thanking them for past business, and 
inquiring as to their appliance needs. Much of the ap- 
pliance business has been originated by these two sales- 
men. 

The salesmen in making their calls distributed cards 
good for small souvenirs, paring knifes, mixing bowls 
and small kitchen gadgets, on calling at the store and 
looking over the appliance line. This helped to create 
trafic and business for both the jewelry and the appli 
ance lines. 

“In taking on appliances, we have been able to further 
capitalize on a reputation for square dealing over a 
said W. Holden Ellis. son of W. W. 


Ellis, proprietor, and head of the appliance department. 


period of 39 years,” 


“There is of course a lot of difference in selling jewelry 
and appliances. Appliance sales are made on a smaller 
margin and trade-ins are usually involved, but the aver- 
age unit sale is higher, and this adds considerably to 
volume. We use the same bookkeeper, the same cashier 
and other facilities for the two businesses, so the extra 
overhead is not large. 

“It wasn't like starting in an entirely new business, 
since we were already long and favorably known and 
had the names and addresses of many of the best people 
in the city. While we are naturally seeking volume, we 
are not after the shady deals where the credit is risky. 
\s in the jewelry business, we would rather keep the 
merchandise than sell to a risky purchaser. We figure 
this policy is best in the long run as demonstrated to us 
in past vears. So far we have only one repossession in 
the appliance end of the business.” 
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Published in the interesis of jewelers who sell and people who buy WATERPROOF watches 
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Are waterproof watches 
abuseproof, too? 


Watches that are w aterproof, shox kpro yf, dustproof, etc., are, above all, watche 





Sturdy and rugged, they nevertheless contain mechanisms that must be tended to 
periodically if they are to give faithful service. They should not be neglected! 
Croton ‘“Aquamatic” — the watch that winds itself is the kind of a watch 
that can be worn while swimming or bathing. Proximity to dynamos or electric 


motors does not affect it. However, there are certain obvious things about it that 


your customers should be told, if you expect to hold their confidence 


Recognize these facts and pass them on to your customers: 


1—That “Aquamatic’’ performs best when _ it should be returned to you for regulati 
worn constantly, day and night, even t igh , ; 
ix to eight hours of ordinary wear will 4—That since “ Aquamatic has more moving 
’ ue enough eneres to keep it t parts than an ordinary watch, its oil “gums 
st least 24 hours up periodically, and should be changed 

, 5—That hare eaam donee nt imme “aba 
2 That ‘“Aquamatic’, like any ordinary hat hard usage does not imply “al us 
watch. should be cleaned. overhauled ar | ags , and that err atic as well i. S al 
tightened every 10 to 14 months a es on Sane be — 

violently on hard floor, smashed with 

3—That if “Aquamatic” varies more than hammer or kicked around, and still be ex- 
two minutes during the first week of weat pected to perform reliably 


Croton Watch Co., 48 W. 48th Street, New York City 


SINCE 1878 





The Most Universally Accepted Nationally Advertised Watch Line Retailing from $10.95 to $24.95 j 
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Santa Claus—Sterling Salesman 


by W. B. STODDARD 


NHRISTMAS is the best time to start a sterling 


/ campaign,” declared the manager of Bewig 
Lawhon Jewelry Co., Selma, Ala. “And the sale of a 


starter set, or even a single piece, while small in itself. 


is only the beginning, because the recipient herself and 
her friends and relatives keep coming to the store to pur 
chase additional items, and their fre quent calls lead them 
to see many articles which they want for themselves or 
for gifts.”’ . 


Last Christmas, Bewig-Lawhon advertised sterling 





under the heading: “In the spirit of Christmas—sterling, 
silver that lasts a lifetime.” Featured were two ways of 
purchase, the starter set consisting of four knives, forks, 
teaspoons, butter spreaders, salad forks and soup spoons, 
from $45, and the place-setting consisting of knife, fork, 
teaspoon, salad fork, butter spreader and soup spoon, 
from $12. 

For those whose purse did not permit even a place 
setting, the store suggested that a single piece of sterling 
would make a perfect gift. Displayed in a sterling silver 
window were a starter set and a place-setting, on an 
elevation, while below were knives, forks and spoons in 
a dozen different patterns. A card said, “Sterling—The 
Perfect Christmas Gift.” 

Linz Bros., Dallas, last holiday season arranged a 

(Please turn to page 88) 
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In this Arthur A. Everts Co. silver win- 
dow, Santa climbs a miniature ladder 
and writes on the inside of the glass: 
"Gifts galore for your happiest Christ- 
mas." Another section of the same win- 
dow shows wrapped packages and hol- 
lowware, before “cathedral windows.” 


A scallop-edged background, surmounted 
by a great artificial poinsettia blossom, 
gives distinction to this hollowware win- 
dow display, arranged by Linz Bros., of 
Dallas. Other Linz windows last year 
made use of the same holiday theme. 


A lithographed Santa Claus and holiday wrapped pack- 
ages contribute to this effective lay-away showing ot 
silver flatware. This window was used last year with 
marked sales stimulus by Anderson Bros., of Lubbock, Tex. 
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WL.ast year, most successful in 110 
years for Gorham . . . this season points even 
higher . . . marriages up half a million. That 
means new money turning to you for sterling 
silver . . . for “the best”. . . for Gorham. We've 
given you the build-up. 11 publications . . . 42 
. . 38,913,856 circulation. A 


advertisements 


handsome campaign, with direct commands to 
“see your jeweler” and “order early” and direct 
tie-ups with store displays. It’s a year to sell hard 
and cash in well. Best of luck! 


GOTHAM ae 


America’s leading silversmiths since 1831 4 PROVIDENCE, R. i. 





GORHAM 





HARPER'S BAZAAR 
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SANTA CLAUS—STERLING SALESMAN 


(From page 86) 


series of effective sterling silver displays, one of which 
is pictured in the center of page 86. This featured a 
tea and coffee service, salt cellars, pepper mills, nut 
dishes and candelabra. Companion windows, all dec- 
orated with a scallop-edged white background and sur- 
mounted by a huge blue poinsettia, showed flatware and 
a selection of small items retailing at $5 each. Simul 
taneously, newspaper ads sponsored sterling platters and 


tea and coffee services for those in position to make a 





Mica-covered cotiom simulates a bank of sparkling 

snow in this holiday window used in 1940 by Spicer 

jewelry store in Amarillo, Tex. Chests of flatware, 

hollowware, crystal and chinaware are displayed 
on the floor and the three step-ups. 


major purchase, chests of flatware as “the family’s group 
gift to Mother,” starter sets of flatware for the bride, 
and small, popular priced articles for modest purses. 

Arthur A. Everts Co., Dallas, sectionalized its window 
presentation of sterling, with three different “stoppers.” 
One had a Santa Claus holding a “stop” signal, behind 
a display of silver hollowware on a blue velvet elevation; 
the second ased a cathedral-window background lettered 
“Christmas is in the air—Choose gifts of lasting beauty,” 
in connection with a tea service, goblets, salt and pepper 
shakers, a vase, a water pitcher and two gift-wrapped 
packages; the third showed a Christmas tree surrounded 
by sterling silver toilet articles. Two of these sections 
are pictured in the top photograph on page 86. 

The lay-away purchase of sterling offered Anderson 
Bros., of Lubbock, Tex., opportunity for the ingenious 
display, pictured at the bottom of page 86. Here a 
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lithograph of Santa was placed at the rear of a velvet 
covered box filled with packages supposed to contain 
silverware, wrapped in cellophane and tied with gay 
ribbons. A sign on the box said, “Use our lay-away plan. 
Choose your gifts while you have a large selection, and 
have them laid away.” A cluster of red, green and silver 
artificial leaves was suspended on one side of the window. 
Shown on the red and green velvet floor were examples 
of many flatware patterns. 

A display that fairly shouted “Merry Christmas’’ and 
at the same time exhibited a maximum of merchandise 
was used by the Spicer jewelry store in Amarillo, ‘Tex. 
As shown at the left of this page, the stepped-up display 
was covered with mica-covered white wadding to simu 
late snow. Silver flatware and hollowware were shown 
on all of the four levels, with a scattering of china on 
the first step and of crystal on the second. On the upper 
part of the background was red foil, on which white 
reindeer were imposed. 

Inside the Spicer store, one table was fitted with a 
starter set of crystal, china and silverware; another with 
several place settings. Cards suggested that either a 
starter set or a place setting would be treasured through 
the years as a constant reminder of this happy Christ 
mas. An individualized group gift was suggested for a 
favorite teacher, each member buying one item, wrapped 
with his own card of greeting, and the whole set placed 
in a box, tied with ribbons, tinsel and holly, and given by 
the class. 

Known in Abilene, Tex., as “the Christmas store,” the 


William C. Fisher jewelry store numbered among. its 





Wiliam C. Fisher jewelry store, in Abilene, Tex., 

provided an extremely gay Christmas setting for 

hollowware, with a pair of white trees, a great 

white wreath and clusters of scarlet cellophane beils 
tied with same-color ribbons. 


artistic decorations arranged by LeFebre Golding the 
sterling window pictured above. Here again both holi 
day “‘‘atmosphere” and merchandise were present in 
plenty. Two white Christmas trees, a large white wreath 
and clusters of cellophane red bells tied with red ribbons 
provided the holiday spirit. Shown were a punch bowl, 
coffee and tea service, tray, candelabra and flatware, 
together with such accessories as crystal stemware and 
china service plates. 
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Your Ad 


Learn from the record of the past four seasons 
how to increase your Sterling Silver profits this 
Winter! 


sales are still climbing! 


Learn why Watson Sterling flatware 


since grandmother was a baby 


. Leceptance Soa 
for over 60 years ~ Watson has been famous for 
fine Sterling exclusively. These generations spent 


building a name for quality mean easier selling. 


Artistry ...and artistry more than just beauty 
of pattern. Every Watson design has extra crafts- 
manship in shaping of fork tines and spoon bowls 

joining of knife handles and blades — lasting 


beauty of finish. 


edvertising ... full page space in leading 


national class magazines will show the beauty 





- wily 


pei S 


~ 


FOR NOVEMBER, 1941 





Sprod 
4944 





Shal Have &B sought 


~ ) 7 | 
Sow Sales Sicrveases 
TO WATSON DEALERS 


of Watson Sterling to millions— send them to 


their jewelers to buy. 


essurance ... of profit is yours with Watson's 


sensible selling plan: Sterling sold by place- 
settings for larger sales and better satisfied cus- 
tomers: matching holloware for extra sales and 
profits: displays, direct advertising material and 
other sales helps that work hard right in your 


own community. 


For an even more complete answer. write 
The Watson Company, 8111 Watson Park, 


Attleboro. 


4 Y Yalione S lerling ) 
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Massachusetts. 
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Consider the Possibilities of Sterling 


Defense boom makes well-paid industrial workers prospects for 


sterling silver—and, shhh!, sterling is priority-free! 


AVE you ever seen a woman who wasn’t proud of 

owning sterling? Neither have we. Nor have 
we ever seen a woman who didn’t own it that wouldn't 
like to have it. 

All of which suggests that right now, with a lot of 
people enjoying for the first time in ten or a dozen 
years the kind of incomes that enable them to indulge 
some of their repressed desires, it would be a mighty 
good time for the jewelry trade to do some vigorous 
merchandising of sterling silver. 

Sure, sure—we know—the J. Pierpont Bigshots are 
still holding down on expenditures because of what the 
1942 income tax is going to do to them, but are the J. 
Pierpont Bigshots your only potential customers for 
quality merchandise? Not on your Aunt Matilda’s tin- 
type. 

Stop and consider Joe and Mary Doakes. Joe is a 
skilled machinist working over at the shipyard—or the 
aircraft factory—or the munitions plant—and his pres 
ent wage scale, with the several hours overtime at time- 
and-a-half, puts $90 or more into his pay envelope every 
week. Three years ago, Joe was working three or four 
days a week and averaging $35. 

Do you think Joe and Mary aren't going to begin 
buying themselves some of the things they’ve been want- 
ing but going without? Yes, Joe is going to have to 
pay an income tax, too, next year, but what of it? He'll 
still be so far ahead of where he was in 1938 that he'll 
still feel rich by comparison, and with a pocketful of 
money to spend. 

So what are they going to buy? Well, first of all. 
they ll probably get a new outfit of clothes all around, 
and then trade in the old jalopy on that snappy Light 
ning Super-EKight—if they can get delivery. And then 
what? Remember that extra 50 bucks a week scorching 
the lining of Joe’s pockets—-and remember that Joe 
thinks Mary’s just about tops. So suppose your news 
paper ads or radio or window displays have made Mary 
think how swell it would be to have some sterling, and 
what a thrill she would get the next time they have the 
Murphys or the Goldbergs in for dinner, to say ever so 
casually when Mrs. M. or Mrs. G. speaks of the new 
silver, “Oh yes, that’s genuine sterling silver. Joe 
bought it for me last week down at Zilch’s.” 

Do you think any doting American husband with an 
extra 50 bucks a week in his pocket is going to say ‘““No” 
when the little woman puts the bee on him for that new 
silver she needs to make her completely happy-—for only 
five dollars a week? 
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Yes, there’s a glorious opportunity today for the 
jeweler who'll shelve the traditional idea that only the 
“carriage trade’’ can be interested in quality merchan-. 
dise, and go after the tremendous new possibilities that 
are opening up in the mass market with its hugely in- 
creased net spendable income. 

Sterling silver flatware, hollowware, and miscel- 
laneous articles—today offers one of the best possible 
avenues of approach to that opportunity. Because of 
its rich tradition of association with “quality folks” it 
‘arries with it far more than the ordinary pride of pos- 
session that goes with all quality merchandise. Over 
and above that, it appeals—let’s be frank about it—to 
the little touch of snobbery (or call it what you will) 
that’s inherent in every woman’s makeup. From Colonel’s 
Lady to Judy O'Grady, there never was, and probably 
never will be, a woman who didn’t get a kick out of 
impressing the neighbors—or showing her very best 
friend something that she hopes will arouse just a teeny 
bit of envy in the heart of the aforesaid b. f. Sterling 
silver fills the prescription perfectly. 

Moreover, it’s a class of merchandise of intrinsic value 
and beauty that the jeweler can be proud to handle and 
that he can conscientiously recommend with the secure 
knowledge that he’s providing the customer with an ar- 
ticle of lasting value, and one that will help to cement 
that customer’s confidence in the store and its values. 

It’s available in items at every price to suit every gift 
occasion and every purse, from a little candlestick or 
pair of salt shakers at a few dollars, all the way up to a 
set of hollowware running into four figures. 

And last, but by no means least, under present con- 
ditions, it’s one of the few kinds of jewelry store mer 
chandise whose production is not curtailed, or in danger 
of being curtailed, by present or threatened shortages of 
material. Silver is one metal in which defense and 
lend-lease are not cutting down the ordinary civilian and 
commercial use, and of which not only are huge stocks 
available, but actually increasing. Consequently, sterling 
offers a class of goods in which the jeweler can build 
up a business and a following with full confidence that 
he can continue indefinitely to render the service upon 
which he has built. 

Sterling silver today holds possibilities that no enter- 
prising jeweler who wants to make the most of his op- 
portunities can afford to overlook. 
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Win ..- THIS FINE 
STERLING EMBLEM 


The Symbol of Expert Salesmanship 








Beautifully designed sterling pin or lapel button 
. . see how you can qualify. 








ACTUAL SIZE 


Solid Silver Emblem... 
Available aslapel 
button for men or 
aslock clasp pin 
for ladies. 











SYMBOL OF EXPERT SALESMANSHIP...KEY TO INCREASED SALES 


Right now there are more prospects for sterling silver sales than ever before. 
How can you take advantage of this fact? 

How can you increase your sterling silver sales . . . and profits? 

The answers to these questions, and scores of others, are given in the new 
sales training course, “The Fine Art of Selling Sterling Silver”, offered by The 
Sterling Silversmiths Guild. 

This course includes a new series of 24 hard-hitting bulletins, crammed full of 
important selling facts. Prepared by foremost experts, this series gives a wealth 
of sales secrets and information every sterling sales person should know. 

$2.00 is the full price . . . amazingly low. Includes handsome ring binder to 
preserve your bulletins for constant reference. 

Every Jeweler and Sterling Salesperson is eligible to subscribe. And when 
the course is completed all subscribers will receive, without extra charge, a 
questionnaire based on facts included in the course. All those who pass this 
quiz will receive, absolutely free, their sterling silver badge... the emblem 
of sterling salesmanship. 

Don't delay ... send $2.00 today. You will be enrolled immediately. 


STERLING SILVERSMITHS 
GUILD OF AMERICA, 20 west 47th street, NEW YORK 
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1—Making dies and tools 


Waterproof Wateh Cases 


—How They Are Made 


wie imports of many things cut off or sharply 
reduced by war conditions, American consumers 


have had to turn more and more to American producers 
to supply the articles for which they formerly depended 
upon foreign sources. In one kind of goods after an 
other, American designers and manufacturers have risen 
to the occasion and are providing American-made mer 
chandise that is not merely a substitute but often actually 
better than the product forme rly imported. 

Waterproof watch cases are an instance in point. 
This type of case, so practical in ordinary use, and so 
highly important in the rough and ready demands of 
military service, was formerly provided almost entirely 
by Swiss manufacturers; American makers finding it 
more profitable to concentrate their attention upon the 
conventional type where the big volume characteristic 
of American production methods was readily obtainable 
in the mass market for popular priced watches, and 
where the standards of manufacturing precision required 
were much less exacting. 

Nevertheless, experiments and testing with this spe 
cial type of case were being carried on in American fac 
tories, and when the need arose, American manufac 
turers were ready to step forward with an unexcelled 
product 

Among the leaders was and is the I. D. Watch Cass 
Co., New York City, whose modern, well-equipped plant 
at 121 Varick St., was recently visited by a reporter of 
Tue Jewevers’ Crrcurar-Keystone, whiere he saw 
batteries of up-to-date efficient machines, supplemented 
by patient painstaking craftsmanship, turning out an 
astonishing volume of waterproof cases that met the 
most rigid requirements. 

Starting at the far corner of the shop, which occupies 
an entire floor of this large well-lighted building, your 


reporter followed the evolution of the case step by step 
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2—Power presses stamp backs and bezels 








3—Burnishing parts to a gleaming 


finish 


4—Water-tight fusing of crystal to 
bezel 


5—Adijusting waterproof plastic sleeve 
around the stem 
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if = responsible for HOUSE BEAUTIFUL’s more 
| 200 per cent increase in newsstand sales. 








HOUSE BEAUTIFUL’s soaring circulation, plus 
at of its separate peak-season magazine GUIDE 
OR THE BRIDE—published Spring and Fall, with 
a 50-cent newsstand circulation of up to 50,000 
actively spending brides, their families and friends— 


totals more than one-third million circulation. 


It's the greatest market ever assembled for 


quality wedding gifts and finer home furnishings. 


Send for your copy of GUIDE FOR 
THE BRIDE at special 25-cent price. 


‘in 
Ni ow NEW YORK: 572 Madison Avenue + - - CHICAGO: 326 W. Madison Street 
\K _, ; DETROIT: General Motors Building - - * * CLEVELAND: Leader Building 
BOSTON: Park Square Building - - - * ATLANTA: Rhodes-Haverty Building 

SAN FRANCISCO: Hearst Building - » LOS ANGELES: 1709 West 8th Street 


HOUSE BEAUTIFUL Magazine esi"tnty gor teeter Tayert 
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from raw material to finished product. First stop was 
the tool department (illustration No. 1) where skilled 
artisans, cut the tools and dies that stamp out the backs 
and bezels under the battery of power presses shown in 
illustration No. 2. From here the rough parts go to 
another department where they are milled and ground 
accurately to size, then polished and burnished to a 
gleaming finish by skilled operators (illustration No. 3). 

Meanwhile, in another part of the plant, the non 
breakable crystals of clear plastic material have been 


6 — Immersing 

the case in 

water under 25 

pounds’ pres- 
sure. 





cut and shaped. From there they meet the finished 
bezels for assembly in still another room (illustration 
No. 4), where scientific application of just the right de- 
gree of heat and pressure fuses the two parts into a 
perfect air-tight, water-tight unit. 

Backs are then fitted to bezels with a similar plastic 
bond uniting them (which, by the way, is easily replaced 





whenever the back of the case has to be removed for 
repair or adjustment of the watch movement )—and 
then comes one of the most exacting operations of the 
entire process of manufacture. 

A closely fitting sleeve of waterproof plastic material 
is inserted in the stem opening and is accurately ad- 
justed by skilled fingers (illustration No. 5) to make a 
fit around the stem that will be completely watertight, 
and yet not so tight as to bind. 

Finally, every case before shipping goes to the testing 
department (illustration No. 6) where it is completely 
immersed in a tank of water in which it remains for sev- 
eral minutes under 25 pounds of pressure—a far severer 
test than any watch is ever called upon to undergo in 
actual service. Any that show the slightest leakage are 
immediately rejected, but so accurate and painstaking 
are the manufacturing methods that the percentage of 
rejections is microscopically small. 

Your reporter was curious to see how an imperfect 
case behaved under test. Trial of several batches failed 
to find a single leaky specimen, so finally Mr. Harvey 
Dinstman, of the company, had to deliberately loosen 
one slightly in order to demonstrate how it showed up. 


Yes, America can make good waterproof watch cases! 


There’s a style movement on to revive jewelry in 
the hair. Co-operate with your hair stylist for a series 
of heads showing clips and jeweled combs and invite 
the public to come in for a half-hour revue. 





SILVER 


FOR SILVERSMITHS 





FINE SILVER ANODES AND 
GRANULATED SILVER 999.544 . 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 


PLATINUM AND THE 
PLATINUM METALS 


Newark 














The American Platinum Works 


REFINERS — MANUFACTURERS 


EST. 1875 


New Jersey 
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© This sterling silver link bracelet, one of ten 
styles newly introduced by Kaye Jordan Co. 
Providence, R. I., is made by an ingenious 
mechanical method to retail at $1. Necklaces 
match this and also some of the other styles. 





® Voxall Corp., 342 Madison Ave., New 
York, presents the "Kin-Pin" patriotic 
emblem, in electroplate and hard-fired 
enamel, lettered "husband," "brother," 
"son," "boy friend," or “we the people.” 
It's pictured here twice actual size. $1. 


® Right, the new Fit-All traveling 
case made of California saddle leather 
by Rolfs, of West Bend, Wis. $6. 





They’re New! 








© Bulova's new 47-jewel 
"Conrad", in corai 
gold filled with hand- 


some suede strap, has 


4 


Oo 


oo 
BULOVA 
e ra) 
Ca) ta do 





the strength of design ! | 
thet comes from sim- Lit o g¢L 
plicity. $42.50 (tax inc.) EE 





© The flags in this American-British vic- 
tory set are lifted and lowered on gold 
color halyards, fitted to chromium plated 
standards and base. Made by Ohlson 
Metal Products, Cambridge, Mass. $3. 





19 inches 
by 
141/, inches 


are pouring is 


GARDNER 





A Unique STERLING Supper Dish 





Here is another addition to our famous Chippendale Hollowware . . . the best selling 
large item we have made in over half a century of producing fine Sterling. Orders 
is yours among them? 


FRANK W. SMITH, INC. 





RETAIL PRICE 
$9000 


(tax not included) 


anne — i, P | 


ag OD, STi omc gop 


[YES, WE CAN SHIP} 


MASS. 





CQ 
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Church makes 


styles and designs in 1 


yellow gold. 


CHURCH « COMPANY 


MANUFACTURING JEWELERS 


f 
336 MULBERRY ST. te NEWARK, N. J. 
West Coast — G. H. OTTO 209 POST ST. SAN FRANCISCO 
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SPECIAL CHRISTMAS LETTERHEAD EFFECTIVE NOW 
To a special Christmas letterhead used by S. E. 
Arscott & Son, jewelers at 1546 Welton St., Denver, was 
attributed much of the success of the store’s direct mail 
advertising promotion last Christmas. 
This special holiday letterhead gave mailings a much 
more personal touch than would otherwise have been 


+ possible. The letterhead carried a holly and candle pat- 


tern at the top—a two-color proposition. The company 
name did not appear on the letterhead at all, being used 
merely in connection with the personally written signa- 
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Note the attractive Christ- 
mas decoration at the top tatrame Bin aie 
of S. E. Arscott & Son's | =| . 
pre-holiday mailing. The bce 
heading was printed in red nen. 

and green. mite Hr 











ture. Although a form was used, individual name fill-ins 
were handled so carefully that each letter appeared to 
be entirely personal. 

Contents of the letter also helped carry out the per 
sonal idea. The form started out with this effective ap- 
peal: “The kind of a gift you’d like to get is the ideal 
Christmas gift to give! . . . and who doesn’t thrill at 
the very though of gifts of Jewelry?” The balance of 
the letter went on to point out that the company’s Christ- 
mas stock was now complete and made a series of 
specific item suggestions, concluding with the sentence: 
“ll be happy to serve you.” 

Note the fact that no mention was made of prices 
anywhere in the letter. The whole appeal was built 
around an idea of personal service and quality. The 
special holiday letterhead served the purpose of attract 
ing original attention. The personalized nature of the 
copy did the rest of the job. 

The letter was sent to a carefully selected mailing 
list of old customers and members of service clubs and 
other similar organizations to which the Messrs. S. E. 
Arscott (Jr. and Sr.) belong. The blue membership 
mailings carried a reference to the Arscott membership 


in those organizations as part of the signature. 


THREE AND FIVE-DOLLAR GIFT SECTIONS PAY 


With three $5 sections, one of which consists of sterling 
silver, and one $3 section, Albert S. Samuels Co. in San 
Francisco has formed a merchandising center for gifts 
at a single price range which is not only good merchan- 
dising, but lets people sell themselves. It gives them an 
assorted collection of merchandise all at once place .. . 
against the wall, on shelves. They can stand there, look 
it over, and examine it without asking any questions as 
to price, and make their selections undisturbed and at 
their own leisure. 

And, in doing that, the store started with the deter- 


mination of outdoing any other $5 offerings in the 
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neighborhood. In other words, the merchandise placed 
in those shelves has to be of exceptional value. 

The reason #5 was selected is because that figure 
happens to be a popular price for gifts. “You can get 
rid of more hollowware in a set up of that kind than by 
scattering it all over the floor at various prices,’ ex 
plained J. Haight, advertising manager. 


“CALL-FOR-AND-DELIVERY" UPS REPAIR VOLUME 


J. H. Booker of Oklahoma City increased his watch 
and clock repair business 200 per cent by advertising 
that he would call for and deliver free of charge, any- 
thing in the watch, clock and jewelry repair line, and 
set a price in advance on the repair job. 

Booker did this with a simple little card campaign. 
Saving postage on the type of card he had printed, he 
had a local city delivery company take charge of the 
delivery and each card was placed in the door of every 
residence for the families he wanted to reach with his 
message. The whole card campaign, with his printed 
message and photograph with his offer on each card plus 
the delivery of 5000 cards cost him $50. Results began 
immediately. Watches and clocks came right in by the 
dozens. 

Before Booker started his successful free call-for-and 
delivery service campaign his business in repairing time- 
pieces had been running about $1,000 a year. Since 
starting this campaign he estimates that he will do 
$3,000 in timepiece repairing the first six months. 





Martinsburg, W. Va., merchants vied in selling defense stamps 
through window displays—and Royal Jewelers sold the most with 
this effective display. 


JEWELERS WIN DEFENSE STAMP CONTEST 


The patriotic city fathers of Martinsburg, W. Va.. 
recently inaugurated a city-wide display contest among 
all the stores in the city. 

The window displays were to be based on the promo- 
tion of the sale of Defense Savings Stamps and the store 
which sold the most stamps, through its attention-arrest- 
ing window, would be the winner. 

It was with a great pride that Royal Jewelers, of Mar- 
tinsburg, sent the above photograph to the JeweLers’ 
CircuLar-Keystone—a photo of Martinsburg’s winning 


window display, their window! 





| 





than ever. 





10 SO. WABASH AVE. 





PREPAREDNESS |S GOOD DEFENSE 


If you will keep handy at all times the 


1942 ALLEN CATALOGUE 


you will be prepared for any sales emergency, and you 
will defend your profits and sales volume by selecting 
your merchandise from this complete listing of jewelry 
store merchandise. 


For nearly 80 years the ALLEN CATALOGUE has meant 
better profit and better service for retail jewelers 
throughout the nation. 


The Jewelers’ Guide to Better Business 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. 


It will now serve you better 


CHICAGO, ILL. 
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TWO SIZES 


Actual Size 


6 


No.3500 No.3700 


* 

WE 
GUARANTEE 
THIS 
CATCH 
TO 
FUNCTION 


Forever 





D6271 


Since 1905 the name, Rosenthal & Kaplan, has been synonymous 
with quality rings and ring mountings. The new line for fall and 
winter has been styled for quick, profitable selling. These dis- 
tinctive, original designs defy competition. 


SEE THIS DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK. 








tHE Morrow TWIST SNAP 


Much BETTER than a spring ring 
Much SIMPLER to operate 


For neck chains 


PAT. PENDING e 

Positively the easiest Catch to operate. Just a twist to 
open or close. (A square pivot in a spring groove snaps 
it open or holds it closed.) 


Lower in price than a good spring ring, and safer than 
any—More decorative—cannot jam—foolproof. 


Write to factory for free samples. Handle them— 
We’re sure you'll then specify the Morrow Twist Snap 
on future orders. 


Stocked in Brass or Sterling. Will 
' make in Plate to order. 
Closed Enlarged 











FREE SAMPLES 


FRANK MORROW company, inc. 


129 BAKER ST. Tel. WILLIAMS 1430 PROVIDENCE, R. I. 











TO RETAILERS AND MANUFACTURERS NEW YORK—Henri O. Carignan, 16 West 36th St. | Phone: Lackawanna 4-1376 
LOS ANGELES—M. Darer, 1302 West 5ist St. Phones: AX 23747 - 16593 
CHICAGO—Lee Durkee, 32 North State St. Phone: Randolph 3606 
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HAS DAILY CLEANING SCHEDULE FOR STERLING 
Actual sterling silver specialization in the jewelry 
store requires that the management adopt a systematic 
appearance-maintainance program which will keep sterl- 
ing among the most attractive eye-catchers in stock, 
according to Joseph Fasold, head of Fasold Jewelry Co., 
Gulfport, Miss. If no specific attempt is made to pre- 
serve the brand-new luster of sterling, the store cannot 
honestly state that it specializes in sterling silver. 

At Fasold’s, which has featured sterling suecessfully 
for more than 30 years in Gulfport, a winter resort 
town of 12,000 population, sterling silver is gauged 
piece-by-piece on a systematic daily cleaning schedule 
designed primarily to provide a well-kept stock, and 
The 


of this is that visitors to the store are psychologically 


one which the customer appreciates most. result 
impressed first and last by the glowing beauty of hol- 
lowware displayed. 

“Cleaning time” for sterling silver is usually con- 
centrated in the early morning hours, and slack period 
following noon luncheon time. 
ware in the Fasold display case is marked plainly on 
the bottom with the time at which it is to be cleaned— 
this being done to simplify the manner in which clerks 
move through the stock. At 12.30 o'clock, for example, 


Each piece of hollow- 


silver on view in a rear case is cleaned and polished 
because all pieces marked 12.30 o'clock are in this 
location. 

Polishing includes a thorough dusting inside and out 
with a clean, soft cloth which is discarded after half a 
dozen pieces of silver are handled, and a careful luster 
polish by use of a treated cloth which is also renewed as 
necessary. Nothing but this microscopic attention will 
insure the ultimate beauty of highly-polished silver, Mr. 
Fasold is convinced. Therefore, for the convenience of 
salespeople and employees charged with this respon- 
sibility there are neatly packaged cardboard boxes of 
both types of cloths furnished fresh daily. 

Along with the systematic physical handling of his 
sterling silver stock, Mr. Fasold has added to the dis- 
play effect by lining the rear of the wall showcase with 
rich black velvet—replaced and dry cleaned as rapidly 
as dust accumulates. The combination of ebony black 
background and perfectly polished silver makes an im- 
pression the jewelry store visitor is not likely soon to 
forget. 

Still another good idea developed by Mr. Fasold is 
the use of a novel form of direct mail in the promotional 
phase of sterling merchandising. Ninety per cent of 
sterling advertising is by means of personally written 
letters on hollowware sent to the person who is most 
likely to respond to one certain item—this the subject 
of the letter. The basis of this program comes from 
the fact that Fasold’s at all times attempts to find out 
something about its customers. Querying regular cus- 
tomers about their friends has produced a number of 
interested leads, and data which the store can use to 
good advantage. When it is discovered that a woman 
is a horsewoman, for example, stirrup-cups, spur book- 
ends and goblets are suggested. If one is found to be a 
frequent hostess, sterling flower bowls, candelabra, a 
sandwich service, etc., are suggested. 

All customers of the store thus give Mr. Fasold “a 
line on their friends’ which has helped this southern 
jeweler to do an excellent job with sterling. 
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Attractive Gift Clocks 


AVAILABLE FOR 


IMMEDIATE DELIVERY 


All have self-starting slow-speed {300 RPM) 
synchronous electric movements 








“MARS, JR.” “SPICA, JR.” 


ALARM ALARM 
Modern plastic cases, in black with 
chrome bezel or in ivory-color with 
polished brass bezel. Silvered dial 


with etched, gold-color numerals out- 
lined in black. Black hands. Convex 
glass. Red alarm hand sets from cen- 
ter of dial. Height, 54%”; width, 4%”; 
depth, 2”. “Mars, Jr.,” retail price, 
$3.95; Keystone list, $4.78. “Spica, Jr.,” 
retail price, $4.25; Keystone list, $5.22. 


“WINSLOW EASEL" 
TIMEPIECE 
Chromium plated case of sim- 


ple linear design. Two-tone 
bronze finish dial. Self-ad- 


justing easel. 412” square, 2” 
$3.75; 





deep. Retail price, 
Keystone list, $4.60. 








"ONYX No. 2" 
TIMEPIECE 


Beautifully mottled onyx 


Dark brown enam- 
eled numeral band with 
polished brass numerals. 
Two-tone metal dial. Pol- 
ished brass sash. Adjust- 


case. 





able easel. Height, 6”; 
width, 6”; depth, 2”. Re- 
tail price, $12.25; Key- 


stone list, $15.04. 








Your Jobber Can Supply You 
THE NEW HAVEN CLOCK COMPANY, New Haven, Conn. 


NEW HAVEN Gimejieces 
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WHERE THERE 
IS GOLD 


there is an appreciation 
of value, articles that are 
always highly cherished. 


MUCH OLD 
GOLD 


finds its way back into 
the jewelry industry. 
From obsolete, discarded 
jewelry many people 
realize sufficient in value 
to buy the new. 


YOU CAN 
INCREASE 


your business by accept- 
ing OLD GOLD, SILVER, 
PLATINUM, filled cases, 


plated, specs., etc. 


ey 














One day service and 
accurate returns are ds- 
sured when you ship to 
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AGATE POLISHING, PROFITABLE CAREER 


Tourists rolling along the highway between Medford 
and Grants Pass, Ore., are struck by the artistic appear- 
ance of the Gem Cottage—a quaint little white building, 
with deep blue trim. The home of the proprietor, A. A. 
Dixon, close by, is carried out in the same colors. At the 
entrance of the shop is a great rock pyramid——an agate 
boulder with one surface polished presenting a beautiful 
and artistic appearance. The shop consists of a sales- 
room, 20x30 ft., and a workshop, 16x20. Both are fin- 
ished in knotty pine, and contain cabinets holding many 
rare and beautiful agates, while the long display case 
contains rings, pendants, box tops, cuff links and other 
items of jewelry made of agate. 

Dixon has collected agates for 40 years, and has one 
of the finest collection of agates and petrified wood in 
the country. For many years he collected these just as 
a hobby, but 14 months ago, at the instigation of many 
people who had seen his collection, realized his knowl- 
edge of this beautiful stone, and wished to purchase 
quality pieces for themselves, he opened the Gem Cottage 
as a commercial institution, and has been highly success- 
ful from the start. 

“T have 10,000 pieces of agate on view in this shop,” 
he said, “and in the workshop storehouse are 14 tons of 
agate rock waiting to be polished and converted into 
articles of personal and room adornment. While I have a 
large stock of agate jewelry which visitors can purchase, 
[ specialize in the making of individual designs. I urge 
the patron to make his selection from the countless va- 
rieties of agate stones displayed, and have it made up 
in any fashion he desires—thus individualizing and per- 
sonalizing the jewel.” 

The work room in the rear of the shop is fitted up with 
modern machinery for cutting and polishing the beauti- 
ful stones, and the storehouse in the rear is filled with 


| great bins of agate rock. “There is no stone so interest- 





ing as the agate,” averred Mr. Dixon, “for its colorings 
and designs are so infinitely varied. Some of the stones 
carry almost perfect pictures—as for example, one show- 
ing the Statue of Liberty; another, a monkey; number- 
less stones show tree and fern formations. For this rea- 
son, more than in the case of any other gem, the patron 
can find—in a large collection such as mine—the very 
design to suit his own taste or that of the person to 
whom he desires to present it. Then, when this stone is 
cut and polished, and set, according to his fancy, in a 
pin, bracelet, pendant, or, in the case of large stones, in 
the top of a cigarette case or jewel casket, he has a work 
of art that is unique indeed. Many orders come in from 
all over the country, from friends of tourists who have 
seen the individualized pieces, and the pictured stones 
themselves are their own best advertisement.”’ 


BRITAIN HAS "WATCH FAMINE" 

The scarcity of watches in stock in Great Britain has 
now reached the position of a famine, says one of our 
British contemporaries. ‘Prohibition of imports and 
licensing for a period approaching two years has de- 
pleted both wholesale and retail stocks. Shops, in whose 
display windows watches could formerly be counted by 
the hundred, are now reduced to displays of less than a 
dozen pieces, and these are usually of styles not readily 
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CHIME time ® KITCHEN time 


These clocks are 
money-makers 


No. 419B-1 
Size 5%" x6”. 
4” gold col- 
ored dial. 
Wood case 
finished in 
lustrous 
bronze color 
with ivory 
colored feet. 
Self - starting 
electric move- 
ment with 
bell alarm 


No. 434W 
Size 6” x4'/2". 
34%” gold 
colored dial. 
Wainut col- 
Oored case. 
Self - starting 
electric time 





No. 339W 
Size 8/2”x7". 
4” raised nu- 
meral dial. 
Plastic Tea Pot 
Clocks, colors: 
ivory, white, 


e . red or 
anytime / . — > 


tric time move- 





FOR DEPENDABLE TIME SERVICE FROM YOUR WHOLESALER 


“SESSIONS CLOCKS :; 


FORESTVILLE - CONN: - 








FULMER & GIBBONS, INC. 


CREATORS 


OF THE UNUSUAL IN 


DIAMOND JEWELRY 


214-218 SOUTH 12TH STREET 
PHILADELPHIA, PA. 

















“4 Thing of Reauty 
Is a Joy Forever!’ 


“The All-Around Bowknot"—A most graceful pin, 
solidly paved with finest quality rhinestones, shown 
nearly actual size. For street, cocktail or formal wear. 


Retail, $5. 


H. M. Schrager & Co., Inc. 


303 5th Ave., New York City — 36 S. State St., Chicago 


Samples furnished to responsible firms. Write New York Office 
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634 x 8 Ligne, Alton, 10K. yellow rol 
gold plate case with stainless steel b« 
Raised aold figures. Ratchet silk corc 
Al77 7 Jewel ... $21.25 
Al78—17 Jewel.. ; -. eee 
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4 7 ‘ 
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634 x 8 Ligne, ‘Alton, 10K. yellow rolled 

gold plate case with stainless steel back 

Raised gold figures. Ratchet bracelet 
Al79 7. Jewel.. . . $21.25 
Al180-—-17 Jewel 27.25 


634 x 8 Ligne, Alton, 10K. yellow rol 

gold plate case with stainless steel 

Raised gold figures. Ratchet silk cord 
y.@e:3) ve 32 -) no vs ee 
A182—17 Jewel.... ~» tad 


634 x 8 Ligne, Alton, 10K. yellow rolled 
fe fo) Com o} lot t-Mmoret-1-Mmn. Otte WE-iietbel(-1-1-M-1(-1-) UB ole ted '¢ 
Raised gold figures. Ratchet bracelet. 
A183 7 Jewel 
A184—17 Jewel 











Shown above are suggested retail prices. Your Keystone prices 
are A177, $16.50; A178, $21.10; A179, $17.20; A180, $21.80; 
A181, $16.50; A182, $21.10; A183, $17.20; A184, $21.80. 


SEND FOR THE 1942 W & G CATALOG 


A 52-page book in colors, illustrating complete line of men's 
and ladies’ Alton watches with full range of prices. Also 
illustrated are wonderful values in diamond rings, wedding 
rings and matched sets. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


3 South Chicago 
Wahash Ave. Illinois 
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saleable. Prices are high, placing watches almost out 
of reach of those who need them most. As long ago as 
last January a census of watch stocks was taken and 
reported to the Board of Trade. This disclosed a serious 
position at the time. Of the line most in demand, men’s 
wrist watches: the stocks were down to about one twenty- 
fourth of the normal. By now, men’s wrist watches have 
all but disappeared from the trade. 

“No doubt there is a sound economic reason for the 
government policy in the matter of watch imports, and 
there are also almost insuperable difficulties in the way 
of transporting bulk supplies. These impediments to 
normal trading conditions are certain to last until the 
end of the war, making it obvious that little alleviation in 
the position can be hoped for. Is it too early to endeavor 
to foresee conditions when transport is reinstated and 
the trade is anxious to replace its stocks? Financial and 
other conditions, when hostilities cease, may be such as 
to cause a continuance for a while of the restriction of 
imports, but a scramble for supplies is certain. Prices 
will be high, and traders may be tempted to buy move- 
ments of a lower grade than previously. The known 
and reliable brands of watches may have a hard fight to 
regain their previous position in the front rank; distrib- 
uting organizations will need re-building; hard work 
and expense will be necessary before the steady flow of 
business is replaced. Much money, trouble and time will 
be saved over the process of reinstatement if those 
wholesale firms who have spent large sums to make 
known their brand names continue their policy of regu- 
lar advertising, which is most economically and effec- 
tively done through the pages of the trade press.” 


THREE LOS ANGELES STORES MODERNIZE 

Three Los Angeles jewelry stores have undergone 
modernization with particular emphasis on the lighting 
effects. Donavan & Seaman have installed fluorescent 
lights in their cases and in their silver room, a move 
which brightens up the entire establishment in addition 
to making the merchandise displayed of far greater 
consumer eye appeal. 

Robert Anstead is having his Beverly Hills store com- 
pletely remodeled, even to installing the new French- 
type show windows. Many new, fine retail establish- 
ments recently moved to this section have greatly stimu- 
lated this high-grade trading area. 

Bullock’s downtown store has moved its fine jewelry 
unit in a newly constructed room. This move gives the 
jewelry department appointments equal to the best 
jewelry stores in the country. Costume jewelry and all 
other items formerly housed near the jewelry department 
are now entirely separated from it, as the present com- 
modious room is devoted solely to the finest jewelry in 
the market. L. S. McClanahan, the manager, is an 
experienced high-grade jewelry man. 

All lights in this room are set at angles so as to bring 
out the color and reflections of gems, diamonds particu- 
larly. Every spot in the room has at least a 40-foot 
candlepower light with the diamond rooms having 200- 
candlepower spots. Cases are of bleached white maple 
with brilliantly contrasting perrywinkle-blue crépe back- 
grounds. Especially designed spotlights and lenses are 
coupled with fluorescent lights inside the cases. 
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UNETHICAL 
ADVERTISING 
NOT WANTED! 


JEWELERS' CIRCULAR-KEYSTONE 
promises its readers that it will not, 
knowingly, accept for publication, ad- 
vertising material that would tend to in- 
jure any branch of the jewelry, silverware 


or watchmaking industries. 


This journal consistently has rejected, 
and will continue to reject, advertising 
that it considers harmful to the best in- 
terest of the jewelry industry. 











THE FAD OF THE 
COUNTRY!! 


STERLING SILVER HEARTS 
FOR IMMEDIATE DELIVERY 
EXACTLY AS ILLUSTRATED 

ORDER BY NUMBER 


{ PLAIN—$12.00 
GROSS LOTS ) Ex AMEL—$19.50 


{ PLAIN—$1.10 
on atid ENAMEL—$1.75 


F. LEVIT & CO. 


520 MAIN ST., HOUSTON, TEXAS 








Our line of Silver Indian Design Jewelry 


for Christmas, mounted with 


UNEQUALLED TURQUOIS 


from the LUCKY BLUE Mine of Nevada 


TURQUOIS INDIAN TRADING CO. 
P.O. BOX 216, SANTA BARBARA, CALIFORNIA 


New York City Chicago, III. Los Angeles, Calif. 
303 Fifth Ave., 29 E. Madison St., 712 So. Olive St., 
M. Levins Sig Burg New Novelties, Ltd. 
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BS For Fall and Christmas Selling 





CHRISTY. 
Sport Knife 


THE EVER POPULAR GIFT 


@ Again this Fall a strong adver- 
tising campaign will create new 
sales for the popular Christy Sport 
Knife. For men in all walks of life 

. including those in service... 
the tried and true gift! 















Keep the Sport Knife well dis- 
played for more sales — and more 
profit. Your cost $7.20 per doz. 
Beautiful De Luxe models to retail 


at $1.50, $2.50 
ADVERTISED | and $3.00. Full 
again this Fall in 


40% profit on 
SATURDAY all models. 
EVENING POST 
ESQUIRE 
COLLIER'S 
LIBERTY 
NEWSWEEK 
NEW YORK 
TIMES 
MAGAZINE 
ARMY and NAVY 
JOURNAL 




















FULL LINE 
DISPLAY CABINET 


@ Unusually attractive 
design. Displays Stand- 
ard and De Luxe models. 
Includes detachable dis- 
play cards for different 
seasons and occasions, 
and supply of individual 
gift cards for De Luxe 
models. Write for infor- 
mation. 


FILL OUT AND MAIL COUPON 
TODAY. Billed through your 
wholesaler if desired. 


eae mann 
: < FEATORES 
SZ 
7 | 
| 


———— — 
~ «THE MANDIEST 
POCKET KNIFE EVER DESIGNED 


Display card FREE with or- 
der for one-half dozen or 
more Standard knives. 
(Each knife in gift box.) 


THE CHRISTY CO., Fremont, Ohio. CK-15 
[] Send .. doz. Christy Sport Knives at $7.20 per doz. f.o.b. 
Fremont, O. 

] Send circular on De Luxe models. 
[] Send information on Full Line Display Cabinet 


(Shipping charges prepaid on orders for 3 doz. or more.) 


III oo Cea cee ck eenieneentaekwewaead hae Womewceneee 
(Fill in only if you wish order billed through him.) 











Giftwares for Last-Minute 


Christmas Ordering 


by J. RICHARD IANDER 





Genuine English bone china pins and pen- 
dants, hand made in natural floral colors 
for milady's fall and winter costume. From 
collection, retail $2 to $3 each, available 


at J. H. Venon, Inc., 212 Fifth Ave., N. Y. C. 


Hand-crafted pottery from Brazil, with white 
and gold blossoms on deep maroon or cobalt 
blue backgrounds. Covered temple jar, $10; 
candy box, $8; vase, $9, retail. From collec- 
tion ranging $3 to $50. Exclusive with Ebel- 
ing & Reuss, Inc., 225 Fifth Ave., New York. 


The "Clipper" electric clock with world-wide 
d'al. London, Paris, Berlin, Rio, Hong Kong 
and home time all at a glance. Retail, $18. 


World Wide Time Co., Los Angeles, Cal. 





Sterling napkin rings, monogrammed or with 
words "His," "Hers," ‘Mine, "Yours," 
"Baby"; also special order. Dimensions 
approx. 2" by If" by 7%" high. Retail, 
$2.50 ea. Hand-fashioned by Lenore Dos- 
kow, silversmith, 49 W. 27th St., New York. 


HEN those Christmas shoppers come pouring in- 

to your store this year, it may not be just a simple 
matter of ordering more merchandise. If merchandise 
hasn’t been checked as to availability, last-minute Christ- 
mas orders stand serious risk of going unfilled. Certain 
types of giftwares, however, as indicated by the items 
illustrated, are available in practically unlimited quan- 
tity, and the following may be generally assumed “safe 
bets”: 1, China, porcelain and pottery—utility and deco- 
rative pieces; 2, stemware and crystal objects—utility 
and decorative, some in combinations with metal; 3, ster- 
ling silver and pewter—utility-decorative, novelty and 
miniatures—check carefully any other metals; 4, woods 
and leather items; 5, plastics and plastic combinations, 
except where certain plastics ingredients place them on 
defense priority—best to check first. 


104 





"The Tropics''—pattern selection from wholly 
new line of modern stemware. Shown are 
zombie, goblet and heavy crystal footed 
cocktail. Full service includes sherbets, wines 
(3 sizes), cordials, highballs and old-fash- 
ioneds. Priced retail, $6.60 to $8 per doz. 
Enright-Le Carboulec, 160 5th Ave., N. Y. C. 
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Spode Rose BRIAR 


Many patterns of Spode have been 


sold continuously for over 150 years. 













Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 






CONSIDER THIS NEW TRAFFIC gen 

AS a unique gift item, Majex Cigarette Case is 
attractively designed in glowing, ve lie plas- | | 
tic colors, and handsome metal trim. Loads full | | 
| 
| | 


pack easily... . / Automatically ejects cigarettes in 
perfect condition. Guaranteed. 

Chrome trim retails at $2.50, silver-plate $4.01 gold 

plate $5.00 Displays and advertising mats available 


Liberal disc ount. ORDER NOW! 
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ONE OF THE NEW CREATIONS 
IN THE FAMOUS "MIRRO" LINE 


No. 421—Vanity Mirror with hea 
4"' Diameter $6.75 Each 
7.75 Each 
9.50 Each 


Prices Are Wholesale 
{ New Illustrated Folder Will Be Sent on Request 


A. STANLEY BRUSSEL 
225 FIFTH AVE. NEW YORK 














PROCTOR 


NEW |=" Ly 
THIS SEASON! | ~ % ONS 
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List 
$16.50 


Includes Federal 


a) an ~ < Excise Tax 













Still time to get_& ‘ ee, 
Proctor’s soe a - 
Ys. 
WINDOW < 
DISPLAYS ge [e 





$14.50 List (includes 


ei Federal Excise Tax 
(Steamer extra 


PROCTOR Never-Lift 
Speed fron with Steamer 


In the new Proctor Never-Lift Iron 
PROCTOR = with Steamer and in the Proctor 
Never-Lift (Includes Dual-Automatic, the pop-up toaster 
Speed iren eute ta with the Crisper, Proctor brings 
ee aren you for this holiday season two 
iacalidimeatiitieantenith revolutionaryimprovements. Make 
ond i'enendeen teen. the most of them! T hey mean quick, 
Odes week +eentan generous profits with a minimum 
Cemendtauwsambiortela of effort. Get the special display 
material on each. Write now. 


the most advertised 
iron in America! PROCTOR ELECTRIC CO., Sales Div., Proctor & Schwartz, 
inc., Third St. & Hunting Park Ave., Phila. « Est. 1883 
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LATEST! 
MOST ATTRACTIVE! 


PINK GOLD 


ALSO 
RED, YELLOW & WHITE GOLD 


PLATINUM 
GET THE BEST 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N. Y. 





Our Reputation Is Our Success 








ci Right {ines C (= a Lifetime 


WATERPROOF SHOCK PROOF 
RUST PROOF DUST PROOF 


Fine precision WATERPROOF watches 
in EXTRA THIN steel cases. « An ideal watch 
for those in military and naval service. 





WYLER WATCH CORPORATION 
9 ROCKEFELLER PLAZA §- NEW YORK, N. Y. 
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by J. RICHARD IANDER 


VERY jeweler who can should attend the Fifteenth 

California Gift and Art Show, Jan. 25 to 28, at 
the Hotel Biltmore, Los Angeles. The exposition is 
something of a phenomenon among gift and art shows. 
Only 15 exhibitors showing little more than a score of 
lines comprised the first show in 1935. The coming 
show, just seven years later, lists over 200 exhibitors 
showing approximately 1250 new lines of representative 
American and some imported spring gift and art mer- 
chandise. Three entire floors, providing an additional 
20 per cent of space over that of the last show, will 
house the exposition. 

* * * 


FURTHER INDICATION of the growth and importance 
of the California show can be gauged in the statement 
of the show management that the show will be “the larg- 
est single exposition of any industry ever held on the 
Pacific Coast, surpassing all other major industrial 
classifications.” James I. Bone, Los Angeles Chamber 
of Commerce, is show manager, with Larry Raymond, 
publicity and advertising director. The show com- 
mittee includes: W. W. Tara, chairman; Alfred A. 
Peters, Frank McNiff, Clarence H. Bauman, Cal Griffis, 
H. B. Newcomb, Edward R. Darvill, Milton M. Ed- 
wards, Paul B. Cauldwell, and C. F. Snodgrass, who 
assist with arrangements. 


* * 7. 


Cuicagco’s MercHaAnpise Mart, in its current issue of 
the M. M. “Barometer Of Wholesale Buying,” reports 
a sales gain in giftwares of 18.4 per cent for August over 
July 1941. Despite a price advance of approximately 
10 per cent, says the Barometer, sales in giftwares are 
up 59.9 per cent over last year, even though delivery 
schedules vary one to four months. Back-logged china, 
glass and pottery orders limited August sales in this 
division to a 7.1 per cent gain over July, and 26.8 ahead 
of 1940 totals. 

* * * 


JewevLer Popurarity is developing for “Hurricane- 
Spitfire” plastic bracelets, distributed by Cregin & 
Landrieu, Inc., 215 Fourth Ave., New York City, who 
report reaction from 35 states following their introduc- 
tion to American jewelers through the pages of 
JeweELers’ Circutar-Keystone. A _ tag bearing the 
Union Jack and identifying each bracelet as an offcut of 
the bullet-proof plastic windscreens of British Spitfire 
and Hurricane fighter planes, has been added as a selling 
feature. The bracelets, made and finished in England, 


retail at $1. 
* * * 


Over 20,000 pieces of glass are on display in the new 
New York showrooms of Cambridge Glass Co., which 
opened in September at 212 Fifth Ave. Color in display 
to dramatize the modern trend toward color in glassware 
is a keynote of the architecture of the new rooms de- 
signed by Antonin Raymond. 
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"WATCH THEM" THIS CHRISTMAS 

Get your Christmas watch campaign started early, 
since every drug, hardware and department store, not 
to mention every jewelry store, is going to get its full 
share of this lucrative trade—a watch being the sincere 
desire of every boy and young man, and a large majority 
of the women. 

Advertising should be distinctive. Best results are 
gained by featuring watches alone, instead of in conjunc- 
tion with other merchandise, for in that way you focus 
attention upon them. One of the best watch ads of the 
1940 season was used by Linz Bros., Dallas, with plenty 
of white space and contrasting areas of black. The 
page ad had a huge “L” in black, on which were super- 
imposed six watches, priced from $30 to $375. 

Taking the angle of preserving a keepsake watch, the 
Thomas Jewelry Co., Tuscaloosa, Ala., in their 12-inch, 
single-column advertisement, said: “Retired with honor 
—Once lost or even badly damaged a sentimental relic 
cannot be replaced. Why not put it away for safekeep- 
ing, and buy a smart, new watch?” Several of the newest 
models were illustrated. 

Shuttles, Dallas, in a pair of 12-inch, two-column ads, 
featured watches for men and women, respectively. 
The twin advertisement was headed, “A Christmas thrill, 
and you, too, will be smiling always, with this watch.” 
Strap watches, at $25 to $425, were illustrated, described 
and priced. Of their waterproof man’s watch they said, 
“Of course, you don’t expect to take a bath every day 
with your watch on, but should you forget to take this 
watch off, it will damage nothing but the leather strap.” 


A novelty in the way of lay-out was that of Mindelin 
Jewelry Co., Albuquerque, N. M. The half-page ad 
showed in the center a pair of lovers embracing. Radiat- 
ing from this cut were 14 watches, each of different price 
and design, and the ad was headed, “14 Ways to Get 
Kissed Christmas Morning.” 


ESSAY CONTEST INTERESTS HIGH SCHOOL GIRLS 


Max Strasburg, proprietor Strasburg’s, 6750 Holly- 
wood Blvd., Hollywood, worked up a lot of interest in 
a letter-writing contest, aimed at getting high school 
students interested in his store, particularly the high 
school girls. 

The letters were limited to 200 words on the subject, 
“Why We Should Buy Our Jewelry in Strasburg’s.”’ 
The first prize was a $50 watch, the second a pen and 
pencil set and then there were 10 lesser prizes. 

Various good ideas worth freezing into slogans re- 
sulted, Mr. Strasburg states, and the knowledge the 
young people showed of merchandise and merchandis- 
ing is serving as a criterion for subsequent advertising 
copy directed toward younger people. Mr. Strasburg 
says merchants are too much inclined to under-estimate 
the discriminating sense of young people. 

The contest lasted one month. “That means,” says 
Mr. Strasburg, “that there was a great deal of talking 
about our store going on during that month in a large 
number of Hollywood homes. That is one thing that we 
want and primarily that is the first aim and the best 
result of a contest of this kind—we were discussed at 
home. 


” 

















others too numerous to tabulate. 


WRITE! WIRE! 


munications confidential. 





Are you Considering 
GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make. the 
highest bid. For further facts about us, consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Fred W. Brock, Elberton, 
Ga., $20,000. Newsalt’s, Dayton, Ohio, $500,000. Siebel’s, 
Saginaw, Mich., $65,000. Koch’s, Savannah, Ga., $50,000 and 


PHONE! 


We'll call on you at our expense, 
and of course keep your com- 





OR SELLING 
SURPLUS STOCK 
that should be convert- 
* ed into cash? Ship it 

to us. Within 24 hours, | 

our check goes out to | 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
| 

| 

| 


merchandise shipped 


back to you at once! 











ordon 


Brothers | 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 
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HAVE YOU READ THESE BOOKS? 


Do your customers ever “stump” you 
with a question you can’t answer? At 
business gatherings do you have to step 
aside and let someone else talk and be in 
the limelight because you aren’t equipped 
to tell them? These authoritative and 
interestingly written books will be a great 
help to you on a wide range of subjects 
about your business. 


look over the titles and see if you don’t 
want to have several of them. Just put a 
circle around the books you want on the 
coupon below, write in your name and 
address, attach your check, and send it to 
us. We will send them postage prepaid 
anywhere in the United States. The low 
prices of these books make it necessary 
for us to request remittance with the 
order, and no books sent on approval. 





For the Gem Expert, Connoisseur and Student 
of Gemology 
1 GEM STONES 








(NEW EDITION) 


G. F. Herbert Smith $4.00 
2 DIAMONDS | Frank B. Wade $2.00 
3 DICTIONARY OF GEMS &. J. Rogers $1.50 
4 GEMS AND GEM MATERIALS 

Drs. Kraus & Slawson $3.50 


5 GETTING ACQUAINTED WITH MINERALS 
George L. English $2.50 
6 HANDBOOK FOR THE AMATEUR LAPIDARY 


J. H. Howard $2.00 
7 PEARLS V?. J. Dakin $1.00 
8 STORY OF THE GEMS iH. P. Whitlock $3.50 
9 TEXT BOOK OF PRECIOUS STONES 

Frank B. Wade $2.50 
10 A KEY TO PRECIOUS STONES LL. J. Spencer $2.75 
11 PRECIOUS and SEMI-PRECIOUS STONES 

Michael Weinstein $3.00 
12 5,000 YEARS OF GEMS & JEWELRY 

Rogers & Beard $2.50 
13 AMERICAN GEM CABOCHONS 

Wm. C. McKinley $1.65 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 








14 CLOCKS AND WATCHES 6G. L. Overton $1.25 
15 JUNIOR WATCHMAKER 4. Gideon Thisell $3.00 
16 MODERN ELECTRIC CLOCKS  §S. F. Philpott $2.75 
17 MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 
18 PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein $3.50 
19 RULES & PRACTICE FOR ADJUSTING WATCHES 
W. J. Kleinlein $3.50 


20 WITH THE WATCHMAKER AT THE BENCH 
Third Edition Donald de Carle $3.00 

21 MODERN WATCH REPAIRING & ADJUSTMENT 
Bowman & Bore $2.50 


22 PRACTICAL BENCHWORK FOR HOROLOGISTS 


Louis and Samuel Levin $5.00 


23 KEYSTONE WATCH REPAIR RECORD BOOK 


For the Jewelry Repairer, Engraver, Plater and 
Enameler 


24 JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 
25 JEWELRY, GEM CUTTING AND METALCRAFT 
W. T. Baxter $2.50 
26 JEWELRY AND ENAMELING ©. Pack $2.50 
27 JEWELRY MAKING & DESIGN) Rose & Cirino $10.15 
28 REFINING PRECIOUS METAL WASTES 





C. M. Hoke $5.00 
29 SHORT COURSE IN ENGRAVING FOR 
JEWELERS = William Kassel $ .50 
30 ART MONOGRAMS AND LETTERING 
(PAPER COVER) J. ™. Bergling $2.00 
31 METALCRAFT AND JEWELRY 
Emil F. Kronquist $2.25 
32 TESTING PRECIOUS METALS WITH THE 
TOUCHSTONE ©. ™. Hoke $1.00 
33 MODERN ELECTROPLATER 
Kenneth M. Coggeshall $3.00 


On Silver for the Jeweler, Collector and Anti- 
quarian 

34 THE STERLING FLATWARE PATTERN INDEX 

With Binder — $15.00 

Without Binder $10.00 

35 MARKS OF EARLY AMERICAN SILVERSMITHS 

WITH NOTES ON SILVER SPOON TYPES AND 

LIST OF NEW YORK SILVERSMITHS 





(1815-1841) By the late Ernest M. Currier $16.50 
36 ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham $2.50 
37 OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN  §. &. Wyler $2.75 


Send books to your employees and friends as Christmas Presents 


ee ee ee ee 


The Jewelers’ Circular-Keystone 


100 EAST 42ND ST., NEW YORK 


56TH AND CHESTNUT STS., PHILADELPHIA 


Please send me the following books: 123456789 10 II 12 13 14 15 16 17 18 19 20 21 22 23 24 25 


26 27 28 29 30 31 32 33 34 35 36 37 for which | attach my check in the amount of $ 


NAME 


CITY 
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Jewelry Makers Explain Their Plight to SPAB: 
Plead for Release of Limited Metal Supply 


With the statement of Donald M. 
Priorities and Allocation Board, that 


Nelson, executive director of the Supply, 
“the barrel is empty, there just isn’t any 


® said that federal officials had objected 
that figures for the past year, as sub- 
mitted in the brief, were not for a nor- 


more copper for civilians,” still ringing in their ears, members of a New mal year in the industry but for a year 


England Manufacturing Jewelers’ and Silversmiths’ 
returned from a two-day conference in Washington, last month, but they still 
held some hope that a solution to the problem of the shortage of vital metals 
could be worked out, thereby holding disruption in the New England manu- 


facturing trade to a minimum. 


Just a few days later, on Oct. 21, a bombshell was dropped in the manu- 
‘amp in the nature of an Office of Production Management order, 
restricting the use of copper in more than 100 types of civilian articles by 40 
per cent for the rest of the year and prohibiting it entirely after Jan. 1. 


facturers’ 


Jewelry, gifts and novelties was one 
of seven categories on the prohibited 
list for which no copper, brass or bronze 
will be made available after Jan. 1. 

The New England manufacturers were 
given to understand that such an order 
would be forthcoming shortly after their 
visit, but Nelson was known to have 
been considering the removal of jewelry 
from the list temporarily until the NEM 
JSA Committee had a chance to report 
back to him with revised figures on the 
trade’s copper requirements, but he evi- 
dently did not do so. 

The group, which conferred with top- 
flight government men, presented their 
case both verbally and in the form of a 
21-page brief which had for its theme 
the serious effects that would result from 
failure to obtain materials necessary to 
manufacturing operations. 

Some 59,000 are directly employed in 
jewelry manufacture in the country with 
about 33,000 in the Providence-Attleboro 
area, the petition states, with the lives 
of 350,000 persons directly or indirectly 
tied to the industry in the United States. 
The brief stressed the fact that relativels 
little metal was needed by the industry 
and estimated that on the basis of a 
sample survey probable 1942 needs—if 
employment was to be maintained 
amount to 11,246 tons of brass and 
nickel silver combined. The brief added 
that about 40 per cent of this total is 
returned to brass mills in scrap form, 
leaving only 6747 tons actually con- 
sumed, and that division of this metal 
into its component parts—assuming it to 
be brass—means an actual consumption 
of only 5398 tons of copper and 1349 
tons of zinc. 


Scrap Metal to be Worked 


Basis of the qualified optimism of the 
committee was the two-fold program 
suggested by Nelson and Floyd D 
Odlum, sub-contracting chief of the 
OPM. The first phase of the program is 
to see what can be done about reworking 
scrap brass and copper to keep plants 
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Association committee of unusual activity. 


Defense Possibilities Probed 


The possibility of diverting more de- 
fense work to jewelry plants was dis- 
cussed with two of Odlum’s aides in dis- 
cussions with army and navy men. 
Edward ©. Otis, Jr., executive secretary 
of the N.E.M.J.S.A., and member of the 
committee which conferred with the gov- 
ernment officials, reported that his com- 
mittee was given lwo or three new ideas 
such as the manufacture of drawing in 
struments and such equipment. 

Washington observers note that some 
trades, notably the automobile, are due 
to be sharply curtailed in their produc 
tion of civilian goods. The more an in 
dustry can change over to defense pro 
duction the greater will be the cut in 
its civilian production. Conversely, in- 
dustries which are least able to do de 
fense work are expected to be cut least. 


going for a short while and the second 
is to form a “rock-bottom” six months 
policy for utilization of an absolute mini- 
mum of metals. 

After a meeting of the association's 
advisory committee it was decided that 
the proposal to study the scrap situa- 
tion would yield no real solution to the 
industry’s problem and that it was bet- 
ter to concentrate on the basic problem 
of formulating a program for securing 
‘ sing { absolute minimum of : 
veer + cal acre course the asso- The brief submitted by the committee 
Giaticin will compile figures covering the stated that despite earnest efforts de- 
industry's metal requirements, for sub- fense work obtained thus far is not suf- 
mission to government officials in a fur- ficient to keep plants in operation, even 
ther effort to secure a minimum of mate- | on a much curtailed basis, with less than 
rials to wii the industry going. It was | on turn to sine 115) 





rer Castine With Priorities Chiefs on Metals 





Vice-president Henry A. Wallace, chairman of the Supply, Priorities and Allocation Board, is shown 

the 2l-page brief on behalf of the manufacturing jewelry industry by Senator Theodore F. Green, of 

Rhode Island. Shown at the conference of manufacturers with government officials in Washington, 

last month, are, left to right: Donald Nelson, executive director of priorities; Floyd Odlum, director 

of contract distribution division; Frederick A. Ballou, Jr., president of the New England Manufacturing 

Jewelers & Silversmiths Association, Vice-president Wallace, Sen. Green and Gov. Howard McGrath, 
of Rhode Island. Press Association photo. 
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ANRJA, NACJ Suspend 


Both Associations Say They Will Not Renew Agreement 
Under Which Suceessfal Exhibitions Have Been Held: 
Exhibitors Meet to Try to Forestall Break-up 


Despite the tremendous successes reg- 
istered by the consolidated trade shows 
of the past two years under the joint 
sponsorship of the American National 
Retail Jewelers Association and the Na- 
tional Association of Credit Jewelers, 
with simultaneous conventions of both 
organizations at the same time and place, 
both associations announced last month 
that the two-year agreement under which 
these shows were held in 1940 and 1941 
would not be renewed. 

A meeting of the board of directors of 





NACJ on October 6 voted unanimously 
to end the arrangement and to hold a 
separate convention and exhibition at 
the Hotel Sherman, Chicago, traditional 
NACJ meeting place, the week begin- 
ning August 9, 1942. 

A general letter from the offices of 
ANRJA, dated October 15, signed by 
President Henry W. Von Unruh and Sec- 
retary Charles T. Evans, and mailed to the 
members of the Exhibitors’ Committee, 
the officers of NACJ, the jewelry trade 
press, and the members of ANRJA’s 








IMPORTANT 


TO ALERT 
RETAIL JEWELERS 





Patented—No. 2026738 


The gleam of Crystal— 
The charm of Sterling 


A most profitable line of sterling 
items is still available to retailers 
if they act quickly. 


The Quaker line of patented Salt 
and Pepper shakers and fast sell- 
ing Hollowware items have a 
background rich in experience, 
satisfying in design. 


It is a line rapidly climbing to the 
top as a trade favorite and there is 
room NOW for a select few new 
users of this very popular line. 


We can deliver—so now is the 


time to order. 
today. 


QUAKER SILVER CO. 


Send your order 


NORTH ATTLEBORO 
MASSACHUSETTS 








110 











Joimt Shows 


Executive Committee, announced that 
the latter organization believed that “a 
cross section of our membership would 
show a decided antagonism to a con- 
tinuance of joint exhibits” and _ that 
ANRJA would hold its own separate 
convention and trade show at the Wal- 
dorf-Astoria Hotel in New York, the 
week of August 24, 1942. Who made the 
decision was not stated. A letter solicit- 
ing space reservations and enclosing an 
order blank was mailed simultaneously 
to all exhibitors. 

The action by the two associations of 
course was not entirely unforeseen in 
view of their long standing mutual an- 
tagonism which unfortunately had been 
so intensified recently by their opposing 
stands on the jewelry tax question. Ex- 
hibitors felt, however, that since their 
payments for exhibition space provide 
the bulk of the revenue which makes the 
continuance of the associations possible, 
they should at least have been consulted 
before any final decision was made and 
publicly announced. 

They also hastened to point out that 
of 106 exhibitors replying to the poll 
that was taken a few weeks ago, 96 firms 
who took $33,140 worth of space had 
expressed a strong preference for the 
continuance of the joint show idea, 
against only 10 exhibitors, using $2,340 
worth of space, who voted to revert to 
the old arrangement. 

Resentment was strong at the seeming 
complete disregard by the associations 
of so overwhelming a majority of the 
people who foot the bills, and a meeting 
of the Exhibitors’ Committee was hur- 
riedly summoned to consider the best 
course of action under the circumstances. 

At that meeting, held in New York on 
October 21, it was decided to call a 
general meeting of all exhibitors the fol- 
lowing week to obtain a general expres- 
sion of views as to the next step to be 
taken, and perhaps also to form a per- 
manent organization of all exhibitors for 
the purpose of protecting their interests 
in any further negotiation and action 
which might be determined upon. 

The following statement was issued by 
the Exhibitors’ Committee at the close 
of the October 21 meeting: 

“The small committee that has previ- 
ously functioned for the exhibitors at 
the jewelry show believes that there are 
today even more reasons for holding only 
one jewelry show a year instead of two 
than existed in 1939. Both associations 
have stated that they are planning to 
hold separate shows in 1942, but we have 
had no opportunity to eonfer with the 
officers of either association separately 
or collectively. 

“We emphatically are not interested in 
when or where the conventions are to be 
held—we are concerned only in the pres- 
ervation of the one show plan, the details 
of which can be worked out by the two 
associations. 

“In 1940, the exhibitors paid $46,757 
for exhibit space and at the 1941 show 
paid $49,512. We believe that the pay- 
ment of such amounts gives us the right 
to be consulted as to the advisability of 
a single show versus two independent 
ones, particularly when we understand 
that the net profit to each association in 
the past two years has been greater than 
when each formerly ran its own inde- 
pendent jewelry exhibition. 


(Please turn to Page 113) 
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Pre-tax Rush Like Extra Christmas 





Jewelers Reap Harvest Before Oct. I; Increases Up to 4507: 
Survey Shows 10% of Stores Had Good Business After Tax: 
Two Oat of Three Stores Are Concealing the Impost 


This country has been having two 
Thanksgivings for the past several years, 
but this is the first time in the memory 
of jewelers that they will have had two 
Christmases in the same year. 

The one, as usual, will fall on Dec. 25. 
The first “Christmas” for the jewelers 
occurred on Sept. 30, the day before the 
new federal tax on jewelry took effect. 
Jewelry store traffic on that day, and 
the few days immediately preceding it, 
resembled nothing so much as the last- 
minute Christmas rush, as customers 
hastened to avail themselves of the pre- 
vailing prices. 

The result of the tax-savers’ rush is 
reflected in the September report of the 
Current Statistical Service of the Bu- 
reau of the Census which shows that 
jewelry sales for that month were 87 
per cent higher than in the same month 
of the previous year. (See Page 112) 

Even more striking results are shown 
by returns in an independent survey of 
200 typical jewelry stores—small, me- 
dium and large—in each state of the 
union, conducted by THe JEWELERS’ 
Crrcutar-Keystronr, to determine the 
immediate effects of the new ten per 
cent sales tax. 





Big Increases Widely Scattered 

An increase of 450 per cent was 
marked up by a Joliet, Ill. store for 
the two weeks period preceding Oct. 1, 
as compared with the same two weeks 
of September, 1940. Stores in Portland, 
Ore., and Dallas, Texas, had increases 
of 400 per cent each for that period. 

Other big increases reported by jewel- 
ers were: 


Roanoke, Va..231% 
Moline, Ill... .300% 


Detroit ..... 353% 
Sioux Falls, 


Oklahoma s DD. 360% 

City, Okla. . 256% Newark ..... 200% 
Austin, Tex..390% Brooklyn ....280% 
Washington ..202% Philadelphia .200% 
Richmond, Va.300% Milwaukee 300% 


The average increase for this two 
weeks’ period for all the stores in the 
J.C.-K. survey was just 100 per cent. 

It should be borne in mind, however, 
that sales for each month of this year 
have been ahead of sales in the corre- 
sponding months of 1940, so that a sub- 
stantial part of the increases shown are 
due to general business improvement for 
the jeweler. 

Forty per cent of the reporting jewel- 
ers stated that their sales fell off slight- 
ly or not at all from Oct. 1 to 15 (when 
the tax was in effect), as compared with 
the corresponding period of 1940. The 
median store reported no change, one 
way or the other. 


Two Stores of Three Conceal Tax 


Two out of every three jewelers cov- 
ered in the J.C.-K. survey indicated that 
they are including the tax in the sales 
price, rather than showing it as a sepa- 
rate item. Others state they are con- 
cealing the tax in some instances, espe- 
cially where manufacturers have fur- 
nished new price tags on their mer- 
chandise, while at the same time showing 
the tax as a separate item on other sales. 
A number of jewelers indicate that they 
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plan to conceal the tax as soon as they 
can manage to reprice their entire in- 
ventory. It seems that most jewelers 
who have to contend with a state sales 
tax as well as a federal are showing the 
tax items separately in order to cut 
confusion to a minimum. 

A number report they are watching 
developments to see which method proves 
most satisfactory before adopting a hard 
and fast policy. 





| 


Likewise, a considerable number, last 
month, were still awaiting the recom- 
mendation of their accountants on the 
most satisfactory method to be followed 
in keeping their books. 


Bookkeeping a Vexing Problem 

A great many indicate they have not 
as yet found an acceptable bookkeeping 
method. 

One jeweler bought himself an elab- 
orate cash register which will indicate 
every sort of a transaction. Some merely 
added another column to their present 
accounts book to accommodate the tax 
items, while still more purchased new 

(Please turn to Page 114) 














Your Customers 
will see this advertisement in 


VOGUE 
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OU & co, ne 


Providence, R. !. 
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GIVE YOUR XMAS 
BUSINESS A _ 7 
90° 


Belts and buc- 
kles are a "'nat- 
ural" for Xmas 
... they're the 
one gift which 
any man al- 
ways appre- 
ciates. For 
quick turnover and good profit, order 
these items NOW. 











BRAXTON 
BELTS 


Different than any other belt on the 
market ... patented . . . highest qual- 
ity genuine leathers. 

ONLY BELT IN THE WORLD WITH 
DOUBLE-COMFORT FEATURE 

Belt cannot slip—conforms to waist— 
inner lining prevents slipping. 


Brown or black calf E 
per doz. $940 





Pigskin 


Heavy silver tongue 
buckles with assorted 
shields for monograms 


Cavalier sterling silver 
and gold. In metal 
gift boxes. 


SALESMEN— 


BRAXTON 


CINCINN 





per doz. $97" 





BUCKLES 


18 To $30 


per dozen 


TIE CLASP AND BUCKLE SETS 


*21 To $36 


per doz. sets 


write for territory now 
available. 


DIVISION 


QUEEN CITY BUCKLE MFG. CO. 


ATi, OHIO 





BB NON-REPORTING STATES ~ 
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Partly reflecting advance buying in anticipation of tax levies effective Oct. 1, 
jewelry store sales in September, 1941, advanced 87 per cent over the same 
month of 1940. This outstanding rise for the month was nearly four times the 
22 per cent average increase for all kinds of retail business. Jewelers’ Septem- 


| ber sales gained 29 per cent over August, far exceeding the usual change noted 


between these months. 

The accompanying map shows in per- 
centages how jewelry store sales during 
September, 1941, compared with business 
done in September, 1940, and is based 
upon reports from 836 jewelry stores to 
the Current Statistical Service of the 
Bureau of the Census. 

With a sensational gain of 117 
cent, State of Washington retail jewelers 


per 


| enjoyed the largest increase among the 


} 
| 


cent; St. Louis, plus 58 per cent; Seattle, 
plus 144 per cent. 

During the first nine months of the 
current year, America’s retail jewelers 
have averaged an increase of 38 per cent 
over the same period of 1940. State-by- 
state increases for the first  three- 
quarters of 1941 over the comparable 
part of 1940 follow: 


Per Cent Per Cent 





















































































22 states for which sales averages are State Gain State Gain 
shown. Scarcely less remarkable was the Massachusetts.. 84 Kansas ..... 38 
| average gain reported for Pennsylvania Connecticut ... 50 South Carolina. 39 
| jewelers—112 per cent ahead of the same Pennsylvania... 40 Alabama...... 35 
month of the previous year. Increases 7 aes 88 Arkansas ..... 14 
ranging larger than 90 per cent were the Indiana ....... 49 Oklahoma ..... 31 
rule in Wisconsin, Ohio, California and Illinois ....... 88 Texas......... 3] 
Illinois. | Michigan ..... 45 Colorado ..... 25 
City comparisons, September, 1941, | Wisconsin 40 New Mexico 28 
over September, 1940, follow: Chicago, Ee 29 Washington ... 46 
plus 111 per cent; Los Angeles, plus 84 Missouri ..... 37 Oregon ....... 36 
per cent; Portland, Ore., plus 58 per Nebraska ..... 24 California .... 41 
ene lal 
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RETAIL JEWELRY SALES {1939 
Month by month for past four years i] 
[ Taking January, 1938, as 100: | : | 400 
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Sales for September, 1940, were 135.0 is 
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AUGUST EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 
(1923-1925—100) 


1935 1936 1937 1938 1939 1940 1941 
August August August August August August August 
Jewelry : 78.1 83.7 94.8 83.5 94.2 99.0 117.6 
Silverware & plated ware 58.8 56.3 68.1 59.5 68.8 68.7 84.4 
Clocks, watches & time record- 
ing devices 79.1 94.8 108.0 77.7 82.8 95.2 117.4 
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NWJA Mid-West Mart 
At Chicago, Jan. 2 to 6 


The Fourth Mid-West Market Week 
of the National Wholesale Jewelers As- 
sociation will be held Jan. 2 to 6, at the 
Hotel Sherman, Chicago. 

George A. Fernley, secretary, reports 
that there was some consideration of 
moving the date forward but after check- 
ing with those who had taken space, the 
majority favored the original dates. 

Forty-eight manufacturers have taken 
space to date. This is about the same 
number of reservations at this time last 
year. 

The Chicago Horological Guild re- 
newed its Fall monthly meetings at their 
headquarters in the Pittsfield Bldg. on 
Oct. 17 with more than 30 present and 
President R. G. Selke in the chair. Sec- 
retary S. G. Brolin, who represented the 
local organization at the U.H.A. meeting 
in Duluth, gave a detailed report of the 
convention. For the next two hours, 
Samelius, of the Elgin Watchmakers 
School, discussed escapements and their 
developments from the first ones to 
present day ones. 





NACJ Moves to Capital 


The national headquarters office of the 
National Association of Credit Jewelers 
was moved to Washington, D. C., on Oct. 
15. J. Frank Newman, secretary of the 
association, will be in charge, as here- 
tofore, having transferred his residence 
from Chicago to Washington. The ad- 
dress will be the Transportation Bldg., 
Washington, D. C. 
Jewelry Exhibition 
(Continued from Page 110) 


“Your committee has decided to hold 
a meeting of all exhibitors, at which you 
are invited to express your opinion and 
it will be held on October 30, at 2 P.M. 
in the rooms of the 24 Karat Club, New 
York City. Possibly the exhibitars at 
this meeting may form a permanent as- 
sociation and, therefore, it is vital that 
you have present a representative of 
your firm who shall be authorized to act 
for you.” 


Robert A. Cunningham, after conduct- 
ing a jewelry business in the same store 
in Vandergrift, Pa., for 62 years, was 
retiring from the trade last month. 
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Strangely Enough......... 


by WALTER GALLI 




















UN 1927--THE MOTHER OF 
VIVIAN DALY OF CHICAGO, 
ILL., LOST A DIAMOND 
FROM HER ENGAGEMENT 
RING... TEN YEARS LATER 
VIVIAN COMPLAINED OF AN 
EARACHE--AND A DOCTOR 
FOUND THE DIAMOND IN 
HER RIGHT EAR...THE STONE 
WAS WORTH $355..... 

















A SAPPHIRE- 
GEMMED RING 1S 
PLACED ON THE 

FINGER OF THE 
\ APOSTLE IN THE 

BASILICA OF /f 

























THE MARK OF THE FINEST 
SILVER-WAS TAKEN FROM =H 
THE EASTERLINGS-TRADING 
REPRESENTATIVES OF THEGER- 
MAN HANSE TOWNS-NOTED °°. 
FOR THE PURITY OF THEIR ~ 














MONEY --WHO ESTABLISHED 
THEMSELVES IN LONDON 
DURING THE MIDDLE AGES 
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KARVIT 


BELONGS 
ON EVERY GIFT COUNTER 


N ideal gift item for all-year- 

‘round business . . . but an es- 

pecially active Christmas sel- 
ler. Helps brighten up your dis- 
plays on counter or in windows 
and its originality appeals to all 
who are gift-minded. 


KARVIT 


Carving Tongs 





For holding roast or fowl on piat- 
ter while carving, or for trans- 
ferring from oven. 








CHROME FINISH 


ORDER $13.80 per doz 
NOW retails for $2.00 
Rrictic QUADRUPLE 
SUPPLY SILVER PLATE 


$27.00 per doz 
LASTS retails for $4.00 
plus Federal Tox 








FRE blue mir- 


ror back- 
ground display on 
wooden pedestal. 


Salesmen: 
write for territory 
as an easy sideline 


KARVIT DIVISION 


THE QUEEN CITY BUCKLE MFG. CO. 
CINCINNATI, OHIO 
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In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 





The SCHUMER BROS. Co. 
5 E. 3rd St. (Walsh Building) 
CINCINNATI, OHIO 


CINCINNATI'S LEADING MANUFACTURERS 





All Metal 
Standard 
Twelve inches 


tall 


Chromium 
Plated 





Tip-Proof Base 


Silk Flag 4''x6" 


Gold Color 
Halyards and 
Tassels 

can raise 
lower the 


You 
and 
flag 


Gift Boxed 


No. 976 


$9.00 doz. Display Card 


included 
Immediate Delivery 
Timely, effective on the dinner 
table. Just right for the office or 
teacher's desk. Write for list of 
other styles and prices. 
Advertised in Nov. ‘‘House Beautiful.’’ 


OHLSON METAL PRODUCTS CO. 


139 Main St., Cambridge, Mass. 
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PRE-TAX RUSH 
(From Page 111) 


ledgers. Some are using one ledger for 
taxable sales and another for non-tax- 
able transactions. 

One jeweler has segregated his mer- 
chandise into departments, so that one 
department handles all items on which 
no tax is collectible. 

One jeweler who admits he cannot 
fathom the tax regulations says he is 
charging the tax on every sale until he 
gets a better understanding of what is 
and what is not taxable. Another says 
he cannot explain his system “but it’s 
a helluva mess.” 

Two jewelry stores reported that they 
try to collect the full amount of the 
tax with the initial payment, on install- 
ment sales, in order to reduce bookkeep- 
ing to a minimum. 

A system of two account cards for 
each customer has been installed by one 
firm; one for taxable sales and another 
for non-taxable ones. 

Retailers in states and municipalities 
which have sales taxes are beset with an 
additional problem in marking stock and 
making and recording their sales. In 
most instances of this sort the laws pro- 
vide that the state or city sales tax 
must be computed on the basic sales 
price, with the federal tax shown as a 
separate item on the sales slip. Where 
manufacturers of nationally advertised 
merchandise have furnished new price 
tags and lists which include the federal 
tax it has been the hard lot of the 
jewelers to have to deduct the ten per 
cent tax. 

In order to facilitate repricing, the 
Ohio R.J.A. has issued sets of three 
computation cards to all its members. 
One card breaks down the tax on every 
penny from one cent to $3.00. Another 
shows the breakdown on even dollars, 
from which multiples can be easily fig- 
ured. The third card shows cost to the 
dealer when merchandise is billed list 
price including federal tax, on 40 per 
cent; on 40 per cent plus five per cent 
and 40 per cent plus 10 per cent. It 
also gives list price without federal tax. 

Members of the Peoria, Ill, R.J.A., 
who have to work with a state occu- 
pational tax as well as the federal levy, 
last month sent the following telegram 
to jewelry manufacturers: 

“The Peoria R.J.A. in meeting, Oct. 
14, go on record unanimously protesting 
your recently adopted policy of includ- 
ing the federal tax in the resale price 
of your merchandise. We have decided 
upon a uniform procedure of displaying, 
marking and advertising our merchan- 
dise at the basic retail price, adding 
the federal excise tax as a separate item 
on the sales ticket. Our consensus was 
that any other method of handling the 
federal excise tax would involve an un- 
fair expense upon the consumer because 
of the two per cent occupational ex- 
pense levied by the state. Because of 
this decision we request our merchan- 
dise to be sent, marked and billed at 
the basic retail price with our regular 
discount exactly as was done prior to 
Oct. 1. We respectfully request your 
cooperation in this matter.” 


Hijackers Rob Salesman 
Of $100,000 in Loose Diamonds 


When the taxi in which he was being 
driven from his hotel to the Milwaukee 
railroad station was forced to stop for a 
traffic light, Gerald Jacobson, partner 
in the diamond firm of Jacobson Bros., 











551 Fifth Ave., New York, was held-up 
on Oct. 6, by two or three thugs, and re- 
lieved of 146 papers of loose diamonds 
with a reported cost value of about 
$100,000. 

Jacobson had been in Minneapolis and 
Saint Paul for five days and was leav- 
ing for Kansas City when the armed 
robbers jumped into the stalled taxi. 
One of them took the wheel and drove 
after the frightened cab driver had 
run away to give the alarm to the po 
lice. 


Flato's Hollywood Store 
Loses $50,000 in Daylight Hold-up 


Four men and three women employees 
in the exclusive jewelry establishment of 
Paul E. Flato, at 8637 Sunset Blvd., Los 
Angeles, were bound and gagged by 
armed robbers, who ransacked a steel 
vault and escaped with at least $50,000 
worth of gems, on Sept. 30. 

Jewelry with an estimated value of 
half a million dollars which undoubtedly 
was the principal objective of the 
thugs, was missed by a matter of hours. 
Just a short while before the robbery 
armed guards had taken the most 
valuable pieces to Columbia studios to 
be used in a movie by Marlene Dietrich, 
and a couple of days earlier a valuable 
diamond necklace, which had been 
loaned to Greta Garbo for another pic 
ture was returned to Flato’s New York 
establishments. 

E. F. Garner, the manager, who came 
into the store in the course of the hold 
up was slugged on the head with a re- 
volver in an effort to get him to tell 
where the “big stuff” was located. 
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KD CAYSTALS 


ARE MADE IN U-5-A. 






“TKNEW IT 
COULD BE DONE 
the AMERICAN WAY! 


KD Nu-Empire CRYSTALS are superior 
to the best imported brands, yet are 
priced no higher! 

Your customers will welcome an 
American made product in place 
of imported ones. 

* 


DISTRIBUTED THROUGH 
JOBBERS ONLY 


L. I. C. CRYSTAL CORP. 


Wholesale Distributors 
NEW YORK, N. Y. 
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METALS SITUATION 


(Continued from Page 109) 


one-half of one per cent of the industry's 
dollar volume now devoted to defense 
work. Currently the industry (mostly 
the larger firms) are working on orders 
for such items as insignia, booster cups 
and brass clips for rifles. 


Final Appeal to be Made Soon 

Warned of the critical situation facing 
the New England industry the NEMJSA 
at its annual meeting on Oct. 23 indorsed 
a final appeal to Federal officials to re- 
lease enough of the metal during the 
next few months to prevent complete 
shutdown of many plants. 

Members were told at the meeting 
that they will be asked to answer a ques- 
tionnaire seeking facts and figures “which 
never were asked of this or probably 
any other association before.” They 
were warned, however, that “nobody 
has any facts which are solely his own 
now” and were told that probably only 
a united appeal will result in the slight- 
est relaxation of the latest Federal or 
der restricting the use of copper. 

This order forbids the use, between 
Oct. 15 and Jan. 1, of more than 60 per 
cent of the amount of copper and cop- 
per alloys used during the corresponding 
period in 1940, and places a total prohi 
bition on the use of copper and copper 
alloys after Jan. 1. 

Following up the appeal in behalf of 
the industry made in Washington two 
weeks ago, the association plans to use 
the questionnaire as the basis for another 
appeal from the latest order by early 
November. 

Frederick A. Ballou, Jr., president, 
told the members they had “no right to 
expect business as usual,” urged them to 
explore every possibility for the use of 
metals on the non-critical list and sub- 
stitute materials and to examine again 
the possibilities of converting their plants 
to some sort of defense work. 

Although he said a year’s effort had 
disclosed “little we can make that can 
be of use to the Army or Navy,” he said 
the industry is too valuable to have its 
machinery and trained help make no 
contribution to the defense effort. 


Manufacturers Must Tell All 


The questionnaire on which the next 
appeal will be based was explained by 
George A. Ingleby, chairman of the 
committee handling the appeals in Wash- 
ington. He said members would be asked 
to disclose the number of their employees 
and the number which would be put out 
of work, total sales during the past four 
years and the amount of metal used 
during that period, 

He warned that only on the basis of 
explicit figures will officials in Washing 
ton consider a relaxation of the order. 

He stressed the fact that any relaxa- 
tion in restrictions on the use of copper 
would be only temporary and that within 
a few months the industry must change 
over to the use of new materials or go 
into defense production. 

Executive Secretary Otis said that 
although no definite period had been 
determined upon during which relaxa- 
tion of the restrictions would be sought, 
about six months or until April 1 had 
been suggested. 

He pointed out that there is no restric- 
tion on the use of silver and tin and said 
that probably the small amount of cop- 
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per needed to alloy silver and gold would 
be available. 


May Be “Guinea Pig" Industry 

The committee had been given reason 
to believe, he said, that OPM officials 
might use the industry as the “guinea 
pig” on which it would base a study of 
what could be done for other small non- 
defense industries. 

Mr. Otis held out the hope that de- 
fense work still offers a real field for 
the industry and pointed out that many 
of its present products were difficult to 
produce when they were first put on the 
market. 

William G. Lind urged that members 
show their confidence in the association 
and the committee making the appeal to 
Washington by filling out the question- 
naire and pointed out that efforts already 
undertaken had made the _ industry's 
plight known throughout the nation. 

The association elected the following: 
first vice-president, Benjamin Brier; 
second vice-president, William G. Lind; 
third vice-president, Stephen H. Garner; 
secretary, Raymond L. Wells; treasurer, 
Edgar E. Baker, and directors for three 
years, Gottlob Armbrust, Karl H. Ash- 
ley, H. Dean Baker, Jr., Matthew 'T. 
Dunn, Ralph L. Griffith, Henry A. Peter- 
son, Russell I. Rhodes and Clarence J. 
Stone. 


Order on Copper Ban Was Vague 

In trying to get a clarification of the 
jewelry classification in the order curb 
ing civilian use of copper, the Washing 
ton correspondent of Tur JEeweLers’ 
Crecutar-Keysronrt could get only con- 
flicting information. 

He was told by Dr. J. W. Harriman 





WEDDING TRADE==; 


TO BUILD good will for your store, give 
one of these beautiful books to go with 
the bride's silverware, engraved invita- 
tions or other needs bought from you @ 
Also . . . sell them . to the bride, 
for personal use . . . and to friends seek- 


ing the gift unusual. 
A GIBSON WEDDING MEMORY 


BOOK becomes a treasured possession 
. often a family heirloom. 


These books are original, luxurious, al- 
together delightful @ Covers are of 
white moire or soft kid, gold stamped 
@ Pages are of rich vellum stock, pro- 
viding an enchanting record from the 
Engagement to the First Home Com- 
ing. Many include handsome wedding 
certificate. 
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in Nelson's Priorities Division that the 
section needed further interpretation, 
Stating that in general the division was 
not clear as to what the jewelry pro 
vision meant, and referred the reporter 
to Paul Brady, priority specialist on cop 
per and brass. 

Brady was quite confident that the 
provision on jewelry is all-inclusive: 
that no further clarification is planned 
or needed, and that the provision means 
just what it says. 


Other Metals Still Available 

OPM sources, consulted by the J.C.-K. 
recently, would not hazard guesses on 
whether action similar to that taken on 
copper would follow on white metal, zin« 
and tin. 

The reasoning of Government defense 
officials is: There is just not enough of 
essential metals to do around; the less 
essential uses must give way to the mor 
essential, and manufacturers feeling the 
pinch of governmental rationing must 
make every effort to adapt themselves to 
changing circumstances. 


Trade Uses 5398 Tons of Copper 

Primary defense needs, next vear, will 
require at least 1,050,000 tons of the 
estimated production of 1,650,000. Es 
sential civilian uses will use up another 
250,000 tons. This leaves a balance of 
350,000 tons available for all non-critical 
civilian uses. 

The latter supply, it will be noted, 
would be nearly 65 times as much as 
the 5,398 tons that it is estimated that 
this trade would require for one year. 

It is known that some OPM officials 
do not think much of the argument that 

(Please turn to Page 118) 


Books 





W-246 Retail $8.00 W-262 Retail $2.50 | 


Retail . . . $1. to $8. returning you | 
100% on your investment. Write for 
literature, or order Sample Assortment ||| 


to total $10 to $25. | 


NEW WEDDING & BIRTHDAY GIFT CARDS 
—Each in Assortments of sixty cards, six 
styles; richly textured papers, deckled and | 
plain, soft pastel colors. Greetings steel die | 
stamped. Each Assortment in white counter 
easel display box. Assortment $7.50 Net 


C. R. GIBSON & COMPANY | 


NORWALK Connecticut 
Lithographers and Publishers since 1870 
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Earrings in various patterns in 14 Kt 
Green and Red Gold 
St. Christopher Key—14 Kt 
sizes; also Bill Clips, 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 





in three 
Charms and 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER &CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 











HIGHEST 
CASH PRICES 
PAID FOR 


DIAMOND 
JEWELRY 


and 


PRECIOUS 
COLORED STONES 


Bids Cheerfully 
Submitted 


VARTANIAN & SONS 
608 Fifth Avenue 


New York 

















_Wages and Hour Records Must Be Kept Four Years; 
Some Kinds of Bonuses Considered as Compensation 


Modified regulations regarding wage 
and hour payroll records of employees 
who are subject to the minimum wage 
scale have been announced by the Wage 
and Hour Administrator. 

Employers are advised to check their 
present records to make sure they con- 
form to the following requirements: 

1. Name in full. 

2. Home address. 

3. Date of birth if under 19. 

j. Occupation in which employed. 

5. Time of day and name of the day 

| on which the employee’s workweek be- 
gins. 
| 6. Regular hourly rate of pay, and 
basis on which wages are paid. 
7. Hours worked each workday and 
total hours worked each workweek. 
8. Total daily or weekly straight-time 


| earnings or wages. 


9. Total weekly overtime excess com- 
pensation. 

10. Total additions to or deductions 
from wages paid each pay period. 

11. Total wages paid each pay period. 

12. Date of payment and the pay pe- 
riod covered by payment. 

The Administrator has also ruled that 
the following records must be kept for 
exempt employees engaged in executive, 
administrative, professional and outside 
selling capacities: 

1. Name in full. 

2. Home address. 

3, Date of birth if under 19. 

j. Occupation in which employed. 

5. Time of day and name of the duy 
on which the employee’s workweek be- 
gins. 

6. Basis on which wages are paid. 

7. Total wages paid each pay period. 

8. Date of payment and pay period 


| covered by payment. 


Records Must Be Saved Four Years 


The records for employees in both 
of the above categories must be pre- 
served for at least four years from the 
date of the last entry. 

Employers are also required to pre- 
serve for at least two years from the 


| date of the last entry of all earning 
| cards or sheets of the employee on which 


are entered the daily starting nad stop- 
ping time of individual employees, when 
the amounts determine in whole or part 
the pay period earnings or wages ot 
those employees; and also, the original 
or true copies of orders, shipping and 
billing records of any and all customers’ 
orders or invoices received, incoming or 
outgoing shipping or delivery records, 
and all billings to customers made _ in 
the course of business. 


Some Bonuses Considered Wages 

Two general categories in which 
bonus plans fall with regard to over- 
time compensation have been defined by 
the Wages and Hours ‘Administrator. 

Where the bonus is determined en- 
tirely by the employer, and is given at 
his discretion, and to which the em- 
ployee had no legal right, it is not con- 


| sidered a part of the employee’s regu- 


lar rate of pay and therefor need not 
be included in computing overtime com- 
pensation. 

In the second kind of bonus, where 
the employer promises and agrees to pay 
the employee the bonus as an incentive 
to increase production, the bonus is con- 
sidered a part of the regular rate of 

| pay at which an employee is employed, 


and must be included in computing his 
regular hourly rate of pay and overtime 
compensation. 

In this type of bonus plan the amount 
of the bonus may be fixed or be ascer- 
tainable by the application of a for 
mula. When the amount of the bonus is 
ascertained it must be apportioned back 
over the workweeks of the period during 
which it may have been earned. 

The Administrator warns that “weird” 
bonus schemes for the evasion of over- 
time payment will not be countenanced. 

Regulation No. 103 relating to income 
tax under the Internal Revenue Code 
provides: 

“Bonuses to employees will constitute 
allowable deductions from gross income 
when such payments are made in good 
faith and as additional compensation 
for the services actually rendered by 
the employees, provided such payments, 
when added to the stipulated salaries, 
do not exceed a reasonable compensation 
for the services rendered.” 


Maine Watchmakers Hold Dinner 


At its annual dinner, on Oct. 14, the 
Portland, Me., Watchmakers’ Associa 
tion reelected Charles E. Allen, presi 
dent, and Val Poulin, vice-president. 
Maurice W. Royal was chosen secretary 
and Donald S. Hibbert treasurer to re- 
place Edward A. Hendrickson who has 
served as secretary-treasurer for the 
past six years, and who declined re- 
election. The association voted in favor 
of meeting quarterly this winter instead 
of monthly. 
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Every part made 
in our own plant 
makes possible this 
low price. 


Formerly $25.00 
Now 
$9.95 
With 16"' table 


TURNS 3 REVOLUTIONS PER MINUTE 


8 to 18 inch tables 


CARRIES 200 POUNDS 


Cost to operate '|/. cent per day 


MADE OF 16 GAUGE STEEL 


2 Ball Bearings 
Alternating Current Only 
Guaranteed for 1 Year 


Write for Literature on Wide Variety of 
All Types of Turntables and Accessories 


GENERAL DIE & 
STAMPING CORP. 
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Minimum Wage of 40 Cents for Jewelry Workers 
Effective Nov. 3; 11,500 Benefit; Ban on Home Work 


A new minimum wage rate of 40 cents 
an hour for the jewelry manufacturing 
industry, effective Nov. 3, is expected to 
increase the hourly rate of 11,500 of the 
35,000 employed in the industry. 

All occupations in the industry which 
are necessary to the production of the 
products included in the definition are 
covered by the order, including clerical, 
maintenance, shipping and selling occu- 
pations. However, the definition does 
not cover employees of a manufacturer, 
assembler, processor or independent 
wholesaler who are engaged exclusively 
in marketing and distributing products 
of the industry which have been pur- 
chased for resale. 

The 40-cent wage order, based on the 
recommendation of the Jewelry Industry 
Committee and signed on Oct. 16 by 
General Philip B. Fleming, Adminis- 
trator of the Wage and Hour Division, 


U. S. Department of Labor, bans home 
work except in the case of bona fide 
handicapped workers. This, Gen. Flem- 


ing explains, is to prevent any circum- 
vention of the minimum. 

The jewelry manufacturing industry, 
to which the order applies, is defined as 
follows: 

(a) The manufacturing, processing, or 
assembling, wholly or partially from any 
material, of jewelry, commonly or com- 
mercially so known. Jewelry as used 
herein includes, without limitation, re- 
ligious, school, college, and fraternal in- 
signia; articles of ornament or adorn- 
ment designed to be worn on apparel or 
carried on or about the person, including 
without limitation, cigar and cigarette 
cases, holders and lighters; watch cases; 
metal mesh bags and metal watch brace- 
lets; and chain, mesh, and parts for use 
in the manufacture of any of the articles 
included in this definition. Jewelry as 
used herein does not include pocket 
knives, cigar cutters, badges, emblems, 
military and naval insignia, belt buckles, 
and handbag and pocketbook frames and 
clasps, or commercial compacts and van- 
ity cases, except when made from or 
embellished with precious metals or 
precious, semi-precious, synthetic or imi- 
tation stones; and the assaying, refining, 
and smelting of base or precious metals. 

The term “parts” as used in the fore 
going paragraph does not include parts 
which are used predominantly for prod- 
ucts other than jewelry, such as springs, 
blades and nail files. The term “com- 
mercial compacts and vanity cases” as 
used means compacts and vanity cases 
which bear the trade name or mark of 
a cosmetic manufacturer and are made 
for the purpose of distributing or adver- 
tising said cosmetics. 

(b) The manufacturing, cutting, pol- 
ishing, encrusting, engraving, and setting 
of precious, semi-precious, synthetic and 
mitation stones. 

(c) The manufacturing, drilling, and 
stringing of pearls, imitation pearls, and 
beads designed for use in the manufac- 
ture of jewelry. 

Where an employee has been employed 
during the same work-week at two or 
more different minimum rates of pay, he 
shall be paid the highest of such rates 
for such work-week unless records con 
cerning his employment are kept by his 
employer in accordance with applicable 


regulations of the Wage and Hour 
Division. 
The wage order contains this pro- 
vision: 


FOR NOVEMBER, 1941 


\ 


“No work in the jewelry manufactur- 
ing industry, as defined herein, shall be 
done in or about a home, apartment, 
tenement, or room in a residential estab- 
lishment, except by such persons as have 
obtained special home-work certificates 
issued pursuant to applicable regulations 
of the Wage and Hour Division, authoriz- 
ing industrial home-work by any worker 
who was engaged in industrial home- 
work in the jewelry manufacturing in- 
dustry prior to July 1, 1941, and is un- 
able to adjust to factory work because 
of age or physical or mental disability 
or is unable to leave home because his 
presence is required to care for an in- 
valid in the home.” 

Following a careful study of condi- 
tions in the field, Industry Committee 
No. 26 for the Jewelry Manufacturing 
Industry filed a voluminous report con- 
taining its recommendations, with the 
Administrator, on May 19, 1941, and a 
public hearing was held on it on June 
24, 1941. 

The industry committee was comprised 
of six disinterested persons representing 
the public, a like number representing 
employers and the same number repre 
senting the employees in the industry, all 
appointed with due regard to the geo- 
graphical regions in which the jewelry 
manufacturing industry is conducted. 


Birks Absorb Patch, Ltd. 


The firm of Henry Birks & Sons, Ltd., 
Montreal, has taken over the stock of 
Howard H. Patch, Ltd., jewelers, of the 
same city. The Birks firm will dispose 
of the Patch stock, which has been moved 
to the former company’s Phillips Square 
store. Positions were offered to all of 
the senior staff of the Patch store. 

Mr. Patch, who died last May, had 
been connected with the Henry Birks & 
Sons, Ltd., firm for 23 years. He eventu- 
ally became manager of the firm and 
was recognized as a well-known author- 
ity on gems. In 1923 he opened his own 
jewelry store in the Mount Royal Hotel 
and in 1927 opened another establish- 
ment at 1478 Peel St., which he directed 
until the time of his death. He dealt in 
high class jewelry and catered to an ex- 
clusive clientele. 

A. E. Buckingham and W. B. Timber- 
lake, formerly with Patch, Ltd., have 
joined the staff of Mappin’s, 
Montreal. 


Service for New Battlewagon 





This set of fine silverware was given to the 
newly-commissioned U.S.S. ''Boise’’ through the 
means of public subscription on the part of the 
citizens of Boise, Idaho. The silver was purchased 
from Mrs. Leah Flack, who operates a silver- 


Ltd., 


| 
| 
| 
| 


ware shop in the Boise Hotel, under the name , 


of Leah's Corner Cupboard. 
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(CU LOse to all of us is the threatening 


4 spectre of tuberculosis. No respecter 
c* persons, it lurks in every corner, may 


strike at any moment. More people be- 


tween 15 and 45 die from tuberculosis 
than from any other disease. 
Yet tuberculosis can be driven from 


the face of the earth. Since 1907 your 
Local Tuberculosis Association has helped 
reduce the toll of tuberculosis by 7507! 
By buying Christmas Seals you will 
help us complete the job—and make 
this a safer world for yourself and your 
loved ones. 


Buy 
r CHRISTMAS 


SEALS 
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EXPERT ADVICE ON YOUR 
TAX ACCOUNTING PROBLEMS 


A Certified Public Accountant of 20 years’ 

experience, thoroughly familiar with both tax 

procedure and jewelry business, offers con- 

sulting service on methods of handling NEW 

JEWELRY TAX and other business taxes. 
PERSONAL CONSULTATION— 

MODERATE FEE 
Service rendered will repay you many times 


its cost in savings. For further information 
write or phone 


JOHN S. FOGEL 
Certified Public Accountant 


1440 BROADWAY, N. Y. C. 
LOng 5-5040-5041 
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METALS SITUATION 


(Continued from Page 115) 


has been advanced that the jewelry 
trade should get special consideration on 
the grounds that a_ relatively minute 
quantity of copper will keep thousands 
employed. 

They hint that, while the government 
is anxious to cushion the shock as much 
as possible, jewelry is essentially a lux- 
ury item and that the best answer to any 
unemployment in the industry may lie 
in obtaining defense contracts. Repre- 
sentatives in OPM’s Division of Contract 
Distribution already are reported to be 
working on this. 

The New England industry’s com- 
mittee now is working on one plan to 
rework scrap metal to keep plants in 
dire need going for a month or so. The 
other plan is to figure out an irreducible 
minimum of needs for six months, based 
on a normal year, not 1941 which was 
an abnormally busy one. This minimum 
supply, if granted, would give the in- 
dustry a “turn around” period in which 
to work out its solutions of its problems. 

“There undoubtedly is going to be un- 
employment in the manufacturing in- 
dustry during a period of readjustment,” 
says Mr. Otis, but he adds that “indi- 
vidual firms are going to fight like the 
devil to stay in business by developing 
the use of substitute minerals, such as 
plastics, tin, silver, ete., and by develop- 
ing new products. 

“It’s a situation,” Mr. Otis declares, 
“that individual companies must meet by 
the exercise of traditional Yankee in- 
genuity.” 

He points out that although silver is 
very expensive as compared with base 
metals, it can be used in place of brass 
and some syndicate people are already 
talking of using more silver on the basis 
that there is a business boom and people 
will pay more for jewelry. He also says 
one large plant is working along the line 
of using tin. 

Mr. Otis he thinks the larger 
companies can work out some solution, 
although inevitably there will be a_pe- 


Savs 


riod of readjustment with some unem 
ployment. He savs he is much more 
concerned about the smaller concerns 


which do not have the research and other 
facilities to use in working out read 
justments. 


Few Facilities for Defense Work 


Some leading figures in the Providence 
jewelry manufacturing industry told the 
JeweLers’ Crrcunar-Keystonr they 
were pessimistic indeed as to the chances 
for getting defense work. “We just 
haven’t got the facilities for such work,” 
one well-informed executive stated. 

Use of substitutes for metal, including 
certain plastics and wood and cold rolled 
steel, also were discussed at the confer- 
ences but Mr. Otis pointed out that while 
there may be some plants that can use 
some of these materials few plants are 
equipped with machines for handling 
plastics and cannot obtain the machines 
without long delay. Cold rolled steel is 
difficult to fit into low priced jewelry, he 
said, because of its hardness and the 
difficulties of working it but the possibil 
ity also would be explored. 

Government Attitude Encouraging 

“We want to make it very clear that 
Mr. Nelson and Mr. Odlum made us no 
commitments whatever,’ Mr. Otis said 


in a statement, “but we naturally are 
very much encouraged over the thorough 





the federal men went 


which 
into the situation and the fact that they 


manner in 


have asked us for additional data on 
which they may base a possible relaxa 
tion of orders to permit us to continue 
operating for a little while at least.” Mr. 
Otis said that it would take ten days to 
two weeks to gather the information re 
quired. 

Representatives ef the association at- 
iending the Washington conferences, 
held Oct. 15 and 16, in addition to Mr. 
Otis were George A. Ingleby, of the 
Hadley Co., Providence; J. Carlton Bag- 
nall, Swank, Inc., Attleboro; Benjamin 
Brier, Brier Mfg. Co., Providence; H. 
Dean Baker, Jr., Attleboro Refining Co.; 
State Representative William G. Lind, 
Cranston, of the 'T. W. Lind Co., Provi- 
dence; Clarence J. Stone, General Plate 
Co., Attleboro, and Frederick A. Ballou, 


Jr., of B. A. Ballou Co., Providence, 
president of the association. 
Also attending were Sen. ‘Theodore 


Francis Green and Gov. J. Howard Me- 
Grath, of Rhode Island; Mayor Dennis 
J. Roberts, of Providence; Mayor John 
McIntyre, of Attleboro; Rep. Joseph W. 
Martin, Jr., of North Attleboro, Repub- 
lican leader of the House; Rep. John W. 
McCormack, of Massachusetts, Demo- 
cratic leader of the House; Reps. Aime 
J. Forand and John KE. Fogarty, of 
Rhode Island, Charles Kane, of the 
Attleboro Jewelry Shortage Committee ; 
George Hines, vice-president of the 
Providence Chamber of Commerce, and 
Claude Smith, secretary of the Attleboro 
Chamber of Commerce. 

(See page 120 for high spots of the 
NEMJSA_ petition to SPAB for the 


release of metals.) 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 


(ii 


CUT 





F. Norman Ullrich, New York repre 
sentative for the Morse-Andrews Co., is 
now also representing the White Mfg. 
Co., North Attleboro, Mass. 

q Lew Kanow, Kreisler representative in 
Illinois and Missouri, has recently an 
nounced his engagement to Miss Midge 
Wexler, of Chicago. They expect to 
take the nuptial vows at the end of the 
vear. 

@ Percy G. Marshall, manager of the 
Chicago office of Speidel Corp., really 
made a flying business trip, last month 
In five days he called on trade in Des 
Moines, Kansas City, Dallas, New Or 
leans and Birmingham, all by airplane. 
q Boyce Decker, of the Kirk-Rich Dial 
Co. Dallas office, has been at the home 
office in Los Angeles getting new ideas 
on watch crystal work. Miss Everen 
Hulse has been transferred from the San 
Francisco branch of the Kirk-Rich Dial 
Co. to the home office dial department. 

q Harold Barsky, 16, son of N. Barsky, 
Philadelphia wholesaler, now is outside 
traveling salesman for his father’s firm. 
Enthusiastic about his son’s showing, Mr 
Barsky believes Harold is one of the 
youngest road men calling on the 
jewelry trade anywhere in the country. 
@ The manager of Ostby & Barton Co.'s 
Chicago office, W. H. McGreevey, ac 
companied by Mrs. McGreevey, paid a 
visit in early October to the ring fac 


rs 


Rast Wins Promotion 


John W. Rast, manager of the ‘Tampa 
store of the Goff Jewelry Co., with stores 
in Tampa, Lakeland, Bradenton, Sarasota 
and Fort Mvers, has been named general 
manager. T. M. Gorrie, Jr., formerly 
manager of the Bradenton store, suc 
ceeds him at the Tampa _ store, while 
Clyde Belcher, formerly with the Sar 
asota store becomes manager of the 
Bradenton store. 


Brackin’s jewelry store has announced 
the appointment of J. H. Tew, recently 
manager of the Mobile, Ala., store, as 
new manager of the Miami store. 


Max Friedman, Jewelers, of Knoxville. 
Tenn., offers a wrist watch weekly in a 
contest to see who can pick the most 
winning football teams. 


Edward T. Chase, former partner in 
the jewelry firm of J. E. Caldwell & 
Co., Philadelphia, who died July 21, left 
a personal estate of more than 500.000. 


ANRJA V.-P. FOR THE MID-WEST 


Frank A. Pfeiffer, who 
operates the Pfeiffer 
Jewelry Co., Parsons, 
Kans., is serving his 
first term as an officer 
of ANRJA, having 
been named vice- 
president at the last 
convention. He is 
chairman of the board 
of the Kansas R.J.A., 
which he served as 
president from 1939 to 
1941. He is known to 
his intimate friends as 
"Buck." 
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tory in Providence. Clarence E. Horn. 
manager of the New York O-B office, 
also spent some time in early October 
at the factory. 

q “Maxie” Wolfe, the genial sales repre 
sentative of the Gruen Wateh Co. ii 
Brooklyn, Long Island and Connecticut. 
was forced to take it easy for several 
weeks last month, because of a painful! 
case of herpes zoster, or more commonly. 
shingles, a nervous disorder. Max is the 
son of Abe Wolfe, the Manhattan re 
tailer. 

q Milton J. Berkow, son of Jacob Ber 
kow of Reiner & Berkow, Ine., New 
York, who served in the Medical Depart 
ment in the U. S. Army for 7 months. 
has been honorably discharged because 
of the new ruling releasing men over 28 
vears of age. He was attached to the 
222nd General Hospital, Ft. Eustis, Va 
He will resume calling on the trade as 
heretofore. 

qJ. Engel, of J. Engel & Co. Ine., 
wholesalers of Baltimore, Md., has been 
a patient at the Johns Hopkins Hos 
pital for an operation on his eve necessi 
tated by an injury received in an auto 
mobile accident two years ago, when he 
sustained other serious hurts, which kept 
him on the sick list for some time. FE. C. 
Tracy, a popular salesman of the Engel 
staff, is recuperating at his home after 
a prolonged and serious illness. 


Jeweler Loans Boat to Uncle Sam 


The 50-foot cruiser “Virginia,” owned 
by Charles Silverman, Providence jewelry 
manufacturer, was accepted by the U. S. 
Coast Guard on Oct. 20, for harbor 
patrol service during the national emer 
gency. The boat has accommodations 
for six men and a crew of two. 


\ New York State Education Depart 
ment marker honoring Albany’s pioneer 
“superintendent of town clocks.” John 
Tunnicliff, Jr.. an Englishman who had 
been in the jewelry business at Derby 
before coming to this country and locat 
ing in Albany, N. Y., in 1772, has been 
placed on Maiden Lane, adjacent to the 
City Hall clock tower, in the state 
capital. 

Records show that he was a_ noted 
clockmaker and repairer, goldsmith and 
silversmith. As official town clock su 
perintendent, he was responsible for 
keeping the official Stadt Huys (State 
House) timepieces in repair and running 
order. At that time and for many years 
later, the bell in a church at State and 
Broadway was rung at 8 a. m. and 8 
p. m. on official time 


Charging competitors are planning fo 
capitalize on its advertising and good 
name by opening an establishment with 
a similar name, the Kay Jewelry Co., of 
Chattanooga, Tenn., filed suit last month 
in chancery court to prevent a new store 
from being named the Ray Jewelry Co. 


Ten thousand dollars worth of defense 
bonds have been pledged for by 96 em 
ployes of Perel & Lowenstein, Memphis, 
Tenn., jewelers. The firm is cooperating 
by financing the plan through a weekly 
salary deduction. The bonds were pur 
chased voluntarily 








A LOT of stones have passed 
P through our hands dur- 
ing two generations of service 
to the industry. . . In all those 
countless transactions—wheth- 
er for a single gem or a quan- 
tity—for something from our 
stocks or a special order — it 
has been our constant endeavor 
to handle each assignment with 
the utmost speed and intelli- 
gence. So we have grown ma- 
ture in experience — but have 
stayed young in our vigor and 
enthusiasm. . . Today—our ser- 
vice from 3 convenient offices 
attests to our maintained abil- 
ity to meet needs* for anything 
in stones—from Amethyst to 
Zircon. 


“Including cutting, 
engraving and encrusting. 
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Pointed Paragraphs from New England Jewelry Makers’ Plea for Metals 


Following are excerpts from the 32- 
page petition of the New England Man- 
ufacturing Jewelers & Silversmiths As- 
sociation for the release of certain metals 
for the maintenance of employment in 
the jewelry manufacturing industry, pre- 
sented on Oct. 15 to the Supply Prior- 
ities and Allocations Board: 


. * * 


This industry has received, with 
minor exceptions, no supplies of 
brass, nickel silver, stainless steel or 
aluminum. Its present inventories will 
last from two to a maximum of 12 
weeks before progressive lay-offs. 


* * . 


The [defense] work available to the 
industry and being done by the industry 
represents a very minor portion of the 
industry’s productive capacity, a pro- 
portion by no means sufficient to main- 
tain even a small portion of the indus- 
try’s present employment. 


7 * * 


Getting defense business has failed 
because, first, the industry has not the 
equipment to produce the desired 
goods and, second, because such equip- 
ment cannot be secured by members 
of the industry in time to meet de- 
livery schedules, 


* * - 


The increasing tempo of the defense 
effort, as more and more contracts are 
being let, gives the industry some hope 
of getting deeper into the defense field. 


We assure you that every item offered 
for bids will be examined carefully by 
the industry as has been the case so far, 
but we feel that we would be unfair 
to ourselves and our employees if we 
held out real hope that the industry 
could convert itself substantially to de- 


fense work. 
a. * * 


Reduced to the copper and zine con- 
tent actually used, together with an es- 
timated 50 tons of copper for use in 
alloying fine silver to sterling and fine 
gold into karat gold ... the total 
amounts of copper and zinc required 
by the industry [are] approximately 
5.688 tons of copper and 1,409 tons 
of zine. 

*. — * 

On this basis, in Rhode Island and 
Massachusetts alone, 332 pounds of cop- 
per and 83 pounds of zinc per employee 
working directly on these products of 
the industry would keep that employee 
employed for one year. 


* i * 


In Providence, R. I., and Attleboro. 
North Attleboro and Plainville, Mass., 
mostly single-industry communities. 
these requested supplies of metal 
would keep 33,547 persons employed 
for a year—keep them earning more 
than $30,000,000 per year—keep 
nearly 300 plants ready for defense 
work if and when available. 


Stainless steel is used in the industry 
essentially for watch attachments and 





AMSTERDAM 





INTERNATIONAL BUILDING 


SON & PRINS COMPANY 


Im porters of Diamonds 


55 EAST WASHINGTON ST. 
CHICAGO 


ANTWERP 


ANNOUNCE THE OPENING OF THEIR 
NEW YORK OFFICE 


SUITE 1002 
630 FIFTH AVENUE 


ROCKEFELLER CENTER 


Telephone Columbus 5-0030 








120 


watch cases because its non-corrosive 
qualities excell those of any other metal. 
About 100 tons of this metal is required 
by the industry, particularly for the 
production of watch attachments, many 
of which are for use by the military and 
naval forces. 
* * * 

Several concerns have not been able 
to get plastic molding powder. The 
release of a reasonable quantity of 
this material would keep many hun- 
dreds of employes busy in the assem- 
bly of plastic parts to which many in 
the industry have turned during the 
past year, in their efforts to substi- 
tute for metal. 

* * * 

Unless the Defense Program can sup- 
ply the industry with items it must have 
produced and which this industry can 
produce (even on a cost basis), it faces 
the stark reality of laying off its help 
and the complete disruption of an in- 
dustry over 150 years in existence in 
this country. 

* * * 

Female employes constitute consid- 
erably more than half of the total em- 
ployes in the industry. They are al- 
most entirely the semi-skilled workers 
in such occupations as carding, gluing 
in stones, foot press operations, simple 
soft soldering, assembly, stringing up 
for plating, ete. They have been 
trained by the industry for the in- 
dustry and would have to be com- 
pletely retrained, if it were possible to 
find defense work, an assumption not 
entirely tenable when it is realized that 
only a limited amount of high skilled 
precision defense work is available 
anywhere near their present homes. 

* * * 

Male workers do the more skilled 
work within the industry but their skills 
are all specialized. They are expert en- 
gravers, stone setters, sample makers, 
model makers, gold  electroplaters, 
jewelry makers, etc.—all skilled work, 
but not a fitting background for the 
available defense work requiring a high 
degree of precision (tolerances to .0001). 


* * * 


Jewelry manufacturing is the third 
largest industry in Rhode Island. It 
directly supports one-third of the pop- 
ulation of Providence. In payrolls and 
salaries alone, this approximates $17.- 
000,000 per year at this time. 

+. * * 

Attleboro, Mass., where a very large 
part of the jewelry production of that 
state is carried on, is a community of 
some 25.000 with very few manufactur- 
ers other than jewelry manufacturers. 
Should no relief be granted to the indus 
try, this community would become a 
ghost town. 

* * * 

Likewise, the nearby town of North 
Attleboro, Mass., a community of 10.- 
000 population which, with the excep- 
tion of one plant, is entirely devoted 
to the production of jewelry. 


- * . 


Only a very small amount of metals 
(now available only on priorities) is 
needed per man year of employment. 
This . . . points sharply to the need for 
the most careful consideration of this 
industry, insofar as the general welfare 
of this country is concerned. 
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q Philip Kaufman has opened a factory 
for the manufacture of wedding rings at 
37 Maiden Lane. 

q Fred Merkle, gold and platinum crafts- 
man, has joined the Nassau Jewelry Co., 
20 W. 47th St., as a partner. 

qSon & Prins Co., Chicago diamond im- 
porters, have opened a new office in Suite 
1002, International Bldg., 630 Fifth Ave., 
Rockefeller Center. 

q The 55th anniversary of the New York 
Jewelers Benevolent Association will be 
marked at a dinner-dance, to be held at 
Manhattan Center, Sunday evening, Feb. 
1. Officers will be installed at that time. 
qThe Maiden Lane Jewelers’ Exchange 
at 21 Maiden Lane, will be reopened on 
Nov. 1, after the completion of renova- 
tions. It will be under new management 
and under the personal supervision of 
Samuel Koshers, who has been identified 
with the trade for over 30 years. 

q The evolution of the necklace from pre- 
historic times through the cultures of the 
ancient world, and the use of gems as 
amulets and talismans from the earliest 
times will be explained by Herbert P. 
Whitlock in a lecture on Saturday, Nov. 
8, at 4 p. m., in the Roosevelt Memorial 
of the American Museum of Natural 
History. Lantern slides will be shown. 
qJ. T. Montgomery, the popular presi- 
dent of M. A. Mead & Co., Chicago 
wholesalers, paid his respects in the 
offices of this publication, last month, 
while on a vacation trip which took him 
from Chicago to Detroit, Pittsburgh, 
Waltham, Mass., to New Hampshire for 
a week-end and back to the Windy City 
via the South. He was accompanied by 
Mrs. Montgomery. 

qGabe Hausmann, the jeweler-sports- 
man of New Orleans, La., and Mrs. Haus- 
mann, came to New York last month for 
another “honeymoon” in celebration of 
their 30th wedding anniversary. They 
occupied the selfsame room at the Astor 
that they had during their wedding trip. 
Mr. Hausmann, who travels extensively 
to take in major sporting events, took in 
the World Series and the Jenkins- 
Cochrane fisticuffs. 

q Henry L. Sperling, executive secretary 
of the Jewelry Crafts Association, an 
organization of fine diamond jewelry 
manufacturers, has accepted an_invita- 
tion to become a member of the Advi- 
sory Board of the Brooklyn High School 
for Specialty Trades. The board mem- 
bers are representatives of the sub- 
trades taught in the school. State law 
requires that representatives of industry 
be consulted before a vocational school 
be established. 

qThe Horological Society of New York 
held its first meeting in its new quarters 
in the Proctor Lodge Bldg., Lexington 
Ave. & 58th St., on Monday, Oct. 6. 
Andrew Park, president, expressed the 
hope that the new quarters, too, would 
soon become too small. Barney Gold- 
stein, librarian, spoke on the possibility 
of enlarging the library. The new book, 
“It’s About Time,” written by the late 
Major Paul Chamberlain, who was an 
honorary member of the society, was 
discussed. The education feature of the 
evening was sound movies on watch oils 
and lubrication and processing proce- 
dures. 

4A good representation of the Brooklyn 
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R.J.A. turned out for the October meet- 


ing, at the Hotel Granada, on Oct 15, at 

which tax problems were the principal 

matter under discussion with Ross A. 

Baer, councillor, answering the questions 

from the floor. Provisions of a new city 

ordinance which requires that merchants 

procure licenses in order to accept trade- 

ins was explained. It was decided that 

the annual banquet of the Executive 

Board of Retail Jewelers Associations of 

Greater New York should be held the 

first Sunday evening in March, at the 

Hotel Astor. Phineas Peters, president, 

conducted the meeting which was at- | 
tended by representatives of the other | 
retail associations of the metropolitan 

area. 
q With a large quota of new members 

and several visitors from New Jersey 

attending, the New York chapter of the | 
American Gem Society opened its 1941-42 

season with a dinner meeting at the 

Winthrop Hotel, Oct. 7. Elected for the 
coming year were: Orlando Paddock, of 

Davis & Hawley Co., Bridgeport, Conn., | 
president, succeeding J. Arnold Wood, | 
of Poughkeepsie; Juell M. Bie, 7810 | 
Fifth Ave., Brooklyn, vice-president, 

succeeding George Ebeling, of Marcus 

& Co., 679 Fifth Ave., New York; Her 

bert E. Reid, of Henry C. Reid & Son, 

Bridgeport, Conn., treasurer, and Arthur 

W. Muller, of J. R. Wood & Sons, Inc., 

New York, secretary. Both Mr. Reid | 
and Mr. Muller were reelected. Dr. 

Frederick H. Pough lectured on the first 

four lessons in the AGS manual, and 

members were privileged to examine 

crystal models and specimens from the 

geological and mineralogical department 

of the American Museum of Natural 

History, of which Dr. Pough is acting 

curator. Meetings will be held the sec- 

end Tuesday each month at the Win- 

throp Hotel. 


Second-hand Goods Must 
Be Reported Daily to Police 


Jewelers and all other merchants ac- 
cepting articles as trade-ins or exchanges 
are now required to procure second-hand 
licenses and to report such transactions 
daily, as a result of a recent amendment 
to the Administrative Code of the City 
of New York. The change broadens the 
powers of the License and Police depart- 
ments in this matter. It is necessary for 
the merchant to have a license for even 
one isolated transaction of this sort. The 
license costs $15 and the cost for the 
bond which the merchant must post is 
about $5. | 

An article is not considered second- | 
hand if it is accepted as a return, ex- 
change, or for cash or refund if it was 
originally purchased new from the mer- | 
chant accepting or receiving it. A mer- 
chant may also take in a second-hand | 
article as a return, trade-in, exchange, 
or for a credit or refund if the article 
was originally purchased as new mer- | 
chandise from him. He is not required to | 


report the first subsequent sale or ex- 
change of such merchandise to any per- 
son other than an ultimate consumer. 

Goods are not considered second-hand 
if they have been rebuilt by the manu- | 
facturer or licensed agents, and sold as 
factory rebuilt merchandise 
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NORMAN M. MORRIS 
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BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 








Grarr, WasHsourne & Dunn 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 
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IN STERLING SILVER 
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ANNOUNCING 


NEW MANAGEMENT OF 


MAIDEN LANE 
JEWELERS’ EXCHANGE 


21 MAIDEN LANE 
NEW YORK 


Under personal supervision of 


SAMUEL KOSHERS 


Mr. Koshers has been identified 
with the trade for 30 


years, specializing in the buy- 


over 


ing of Diamonds and Jewelry. 


Desirable Window Space and 
24 Booths Rental 
$20.00 up. 


for from 
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“JADE” 
“The Gem Of Ages”’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


Cninese Gems Co. 


| 20 West 47th St. 
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q Harold D. Feuer, C.G., of New 
City, visited International Headquarters 
of the American Gem Society and Gemo 
Institute when he was recently 
Angeles. 


logical 
in Los 
q Due to announced expansion of 
business, L. & C. Mayers, Ine., widely 
known jewelry catalog house, has leased 
an additional floor at 383 Madison Ave., 
to augment its present establishment at 
385 Madison Ave., New York City. 


an 


City Sales Tax Reduced 


q Customer savings of as much as three 
quarters of the previous levy ex 
pected to be realized as a result of new 
sales tax schedules for New York City, 
effective Oct. 27. On purchases up to 25 
cents no tax will be collected. The tax is 
1 cent on purchases from 25 cents to 
#1.39 and 2 cents on sales from $1.40 to 
$2.39. The tax is graded similarly on 
up the Jewelers’ customers will 
enjoy the savings throughout the Christ 
The previous 2 per 


are 


seale. 


inas buying season, 
cent tax was a very noticeable deterrent 
to sales, especially on articles of consid 
erable value. 


Udall & Ballou Store Policy 
To Remain Unchanged 


The new owners of Udall & Ballou, 
jewelers at 5th Ave. & 57th St. state 
that there will be no change from the 
manner in which the store has been con- 
ducted for more than years. ‘The 
store will not be operated as an install- 
ment business, as had been reported in 
these columns, of the last issue. 
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Maiden Lane Historical Society 
Holds Beefsteak Dinner 


The annual beefsteak dinner of the 
Maiden Lane Historical Society held at 
the Hotel Warwick, New York City, on 
Thursday, Oct. 23, again as always pro- 
vided a thoroughly enjovable evening. 

Traditionally shunning ceremonies and 
speeches, members of this organization 
gather in October each year for their 


annual beefsteak dinner—the first of a 
long series of jewelry trade affairs 


through the winter season. 

Cocktails and conversation were fol 
lowed by the traditional repast of seem- 
ingly unlimited quantities of beefsteak 
sandwiches and beer, with the diners at- 
tired in paper chef’s caps and aprons. 
At the close of the dinner, an exception 
ally entertaining floor show was_ pro- 
vided. 

Affairs of the association are in excel- 
lent shape with a present enrollment of 
196 paid members—a continuance of the 
healthy increase which the Maiden Lane 
Historical Society has enjoyed consis 
tently in the past several years. 


Jewish Charities Dinner 
At Essex House on Nov. 19 


The seventh annual dinner of the 
Jewelry and Allied Trades Division of 
the New York and Brooklyn Federations 
of Jewish Charities will be held on 
Wednesday, Nov. 19, at the Essex House. 

Plans for the most brilliant affair in 
the history of the Jewelry Division have 
already been completed, according to 
Aaron Sverdlik, of Robinson & Sverdlik, 
who heads the sponoring committee for 
the fourth consecutive year. 














Over forty members of the sponsoring 
committee are working out details for 
the dinner which will highlight the 1911 
effort of the industry on behalf of the 
116 hospitals. orphanages and other wel- 
fare institutions affiliated with the two 
Federations, 

In commenting on the outlook for the 
coming drive, Mr. Sverdlik said: 

“As a community, we have always ac 
cepted the support of our home chari 
ties as a first obligation. In good years 
and bad, whatever the burdens and pres 
sures upon us, ourneeds right here at home 
have always had first claim on our hearts 


and generosity. ‘To take care of those 
who need help here at home—nothing 


takes precedence over this. It is grati 
fying to all of us to know that we may 
expect the jewelry industry to surpass 
all previous efforts, and that it will live 
up to its community responsibility in 
these days, by unparalleled generosity.” 

As in past years, the Federation Jewel- 
ry Division includes every phase of the 
industry. Alexander E. Arn 
stein, Harry D. Henshel, Isidore Lip 
schutz, Benjamin Eichberg, Benjamin 
Lazrus and Milton Weill will act as co 
chairmen of the sponsoring committee. 
The vice-chairmen of the committee and 
the divisions they will work in, include 
Lazare Kaplan and Henry I. Jacobsen, 
for diamonds; Morris Guilden and Nor- 
man M. Morris, watches; Oscar Heyman 
and Maurice Tishman, platinum and dia 
mond jewelry; Lawrence B. Malawista 


Messrs. 


and Raymond Abrahams, dealers and 
jobbers; Charles Barnett, William B. 
Ogush, Jacob K. Schaeffer and David 


Schapiro, manufacturing jewelers; P. 
Irving Grinberg. pearl and gem dealers; 
Stephen W. Hofman and Bernard Jolis, 
rough diamonds; Tobias Stern, attach- 
ment manufacturers; Leo Kobrin and 
Bernard Robinson, retailers; Jack Podel, 
case manufacturers; Leopold Nathan and 
Isidor Lassner, semi-precious stones, and 
M. Fred Hirsh, silverware. Benjamin 
Lazrus will act as chairman of the ar 
rangements committee. 

Among those present at the Sponsor- 
ing Committee luncheon, which was held 
at the Hotel Chatham were Raymond 
Abrahams, Louis Birnbaum, Norris 8. 
Claar, Benjamin Eichberg, Max Gersh- 
berg, P. Irving Grinberg, Harry D. Hen- 


shel, Henry I. Jacobson, Isaac Jaffe, 
Bernard Jolis, Lazare Kaplan, Jacob 
Karlan, Isidor Lassner, Charles Laub- 
heim, Benjamin Lazrus, Lawrence B. 


Malawista, William B. Ogush, Stephen 
A. Oppenheim, Jack Podel, Jerome Rich- 
heimer, S. Rossbach, Jacob H. Schaeffer, 
Aaron Sverdlik, Maurice Tishman, Carl 
Van Dam, Milton Weill and David 
Weisburger. 
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New Jersey Jewelers Meet; 
Hear Tax Interpretations 


A mass meeting of retail jewelers 
throughout the state of New Jersey, 
sponsored by the New Jersey R.J.A., 
was held in the Hotel Douglas, Newark, 
N. J., Wednesday evening, Oct. 15. 

President L. J. Rad introduced the 
first speaker, M. L. Bancroft, of the Bu 
reau of Internal Revenue, who explained 
the fundamental principles of the new 
jewelry tax and the general rules which 
are applied in interpreting its provisions. 

Questions concerning the new tax were 
answered one by one by Mr. Bancroft at 
the close of his formal talk. All of the 
questions which arose are covered in 
either the tax question-and-answer fea 
ture on pages 44 and 45 of this issue of 
JEWELERS’ CircuLar-Keysrone, or in the 
previous list which was published in the 
October number. 

Secretary Charles T. Evans of 
A.N.R.J.A.. reviewed the work of that 
association in the tax legislative fight to 
secure the most favorable possible treat 
ment for the jewelry industry, and urged 
support of A.N.R.J.A. by retail jewelers 
as the national organization militantly 
working for their interests. 

William Wagner, executive secretary 
of the Associated Credit Jewelers of 
New York and New Jersey, in charac 
teristically vigorous “Bill” Wagner style. 
told the jewelers that the best way to 
avoid difficulty in the handling of the 
tax was to use their consciences. 

Final speaker of the evening was Fred 
V. Cole, editor of Jewrrers’ Crrcunar 
KEYSTONE, who pledged the assistance of 
this periodical in helping jewelers to 
work out the tax problems which they 
might encounter. 

The evening closed with i buffet 
“Dutch luneh.” 


Granat Bros. Purchase 
Shreve-Treat & Eacret Co. 


The entire stock, good will and name 
of Shreve-Treat & Eacret Co., important 
San Francisco jewelry establishment at 
136 Geary St., has been acquired by 
Granat Bros., with two stores in San 
Francisco and another in Oakland. 

Granat Bros. will use the name of the 
defunct firm as complementary to its 
own and announces that it will retain 
department heads and as many _ others 
of the old firm as it can assimilate. A 
liquidation sale, for a limited time, as 
a means of reducing inventory to a cer 
tain extent, will be held, after which it is 
planned to consolidate the two busi- 


nesses, 
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Ladies’ and Gents’ 
STAR SAPPHIRE 
PLATINUM RINGS 
K. ABRAHAM 
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EXPERT HAIRSPRING 

VIBRATING 
Of all Precision, Normal 
Abnormal Flat Breguet 
and non-magnetic Hair 
springs. 24 Hour Ser- 
vice. A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
10 W. 47th Si. New York, N. Y. 
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Philadelphia Jewelers Frolic, 
Sponsor Trade Tax Meeting 


The Retail Jewelers’ Association ol 
Philadelphia and Eastern Pennsy Ivania 
made news on two scores, last month 
holding its second annual formal dinner 
dance, Oct. 16, and sponsoring a jewelry 


tax meeting, Oct. 3, for retailers 
throughout the area. 

Some 400 guests voted the banquet one 
of the most successtul jewelers’ parties 
in Philadelphia in recent years. Held in 


the ballroom of the Bellevue-Stratford 
Hotel on a Thursday evening, the dinner 
dance attracted not only members of the 
association. their wives and friends, but 
leading wholesalers and manufacturers 
from Philadelphia, New York and other 
cities. 

Instead of oratory the diners enjoyed 
90 minutes of excellent entertainment 
Dancing lasted till 3 a.m. 

Mever Simon, president, listed associa 
tion accomplishments during the past 
vear as “success in having helpful laws 
enacted, watchfulness in eliminating un 
sound ind disastrous merchandising 
methods and constant striving to improve 
the ethics and customs of the retail 
jewelry industry as a whole.” He intro 
duced as one of the guests Reuben E. 
Cohen, state representative from Phila 
delphia and sponsor of the Cohen Anti 
Trade Diversion Bill which the associa 
tion backed and saw passed by the last 
Pennsylvania Legislature. 

Philip Kind, of S. Kind & Sons, was 
chairman of arrangements, assisted by 
Mver B. Barr. vice-chairman. Other 
committee members were: Entertain 
ment, George A. Lyons and Ralph Hu 
berman: tickets, Jack K. Green, Milton 
FE. Smith, Lester Smith, Henry Herbst 
and M. J. Coleman; publicity, E. S. Far 
nan and S. Sidney Weissman; treasurer, 
\. Lester Sauter 


Tax Session Largely Attended 


More than 200 retail men attended the 


tax meeting in response to telegrams 
sent to some 285 firms by Edwin 5S. 
Malmed, executive secretary. They 


heard Wilson A. Streeter, president of 
Bailey, Banks & Biddle Co., 1218 Chest 
nut St., and chairman of the A.N.R.J.A. 
general tax committee, explain the new 
federal levy on jewelry. Mr. Streeter 
enumerated items which are and are not 
taxable under the new law and explained 
the effects of the impost on the industry. 
Mr. Kind and Mr. Malmed led an open 
forum discussion on the subject after the 
address. 

After considering whether to adopt a 
price policy showing or including the 
tax, the jewelers present agreed to use 
prices concealing the tax. The meeting 
was held in the Chamber of Commerce 
auditorium 


Later Thanksgiving in 1942 


\ bill to make the last Thursday of 
November in each year after this one a 
legal holiday to be known as Thanksgiv 
ing Day was passed by the House of 
Representatives on Oct. 6. At the pres 
ent time Thanksgiving Day is not set by 
law but by Presidential proclamation. 

President Roosevelt has announced 
that his expectations that by designating 
ihe Thursday before the traditional last 
Thursday of November as Thanksgiving 
Day the Christmas buying season would 
begin a week earlier, has failed to mate 
rialize and that next vear he would re 
vert to the later date. 
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and Service 
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Sole Distributor 
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Grossman, 425 W. Girard 
Ave., returned to business Oct. 11 after 
an operation and a long illness. 

q Out-of-town visitors to Philadelphia 
centers in October’ included 
Frank X. Engler, of East Mauch Chunk, 
Pa.; Mr. and Mrs. George W. Cooley, 
N. Y., who also visited a 
son studying watchmaking in Lancaster, 


and Mr. and Mrs. Nelson J. Forney, of 
Dover, Del. 
| q¢ Two thugs, one of whom struck him 


over the head with a blackjack, attempt- 
ed to hold up Paul Rubin, jeweler at 805 
South St., Philadelphia, Oct. 4. Rubin 
chased them from the store, calling for 
help. One of the men escaped, but the 
other was cornered in the rear of a build- 
ing nearby. Rubin was treated at a 
hospital for cuts. 

q Kornfeld and Marged, 719 Sansom 
St., dissolved partnership late in Sep- 
tember. Herman Kornfeld is now with 
Henry Seletsky, 718 Sansom St. The 
firm of Norton & Gorenstein, Jewelers’ 
Trade Bldg., 740 Sansom St., last month 
had dissolved partnership, with James 
Norton moving to 727 Sansom St. As- 
sociated with Jules Gorenstein now 1s 
William L. Leahy under the firm name 
of L. & G. Jewelry Co. 

q Members of the Sansom Street Busi- 
ness Men’s Association expected to have 
their first Fall meeting late in October. 
The association was active in the recent 


| tax controversy, various members send- 
ing telegrams to Washington opposing 


| jewelry trade. 


| at 740 Sansom St. 


the passage of any floor tax for the 
Between 75 and 80 tele- 
grams were sent from the Sansom Street 
area, William Pickens, president of the 
association, estimated. 

q Michael Orloff, for 12 years a member 
of the staff of the House of Milner, 728 
Sansom St., last month assumed new 
duties as manager orf the firm, succeed- 
ing Philip Fox, who had been associated 
with the store 15 years. Mr. Fox is now 
selling to the trade from headquarters 
Mr. Orloff was pres- 
defunct Sansom Street 
Young Men’s Business Association and 
is me vice-president of the Sansom 
Street Business Men’s Association, Dur- 
ing the life of the publication, he was 
editor of the Sansom Street Times. 

q An estate of $548,940 was left by Kd- 
ward T. Chase, former partner in J. EK. 


ident of the 


Caldwell & Co., Chestnut and Juniper 
Sts. Mr. Chase, who had been associ- 
ated with the Caldwell firm 51 years, 


died at his home in Germantown, July 
21, at the age of 91. Probate of his will 
showed the largest asset in his estate 
was 3750 shares of J. E. Caldwell & Co. 
stock appraised at $300,000. The will 
gave his daughters, Miss Augusta KE. 
Chase and Mrs. Eleanor H. Woodruff, 
a life interest in the estate and the priv- 
ilege of disposing of the principal at 
their deaths. 

q The importance of watchmakers work- 
ing through local, state and national 
associations for a state licensing law be- 
fore the end of the national defense pro- 
gram was stressed at a meeting of the 
Philadelphia Horological Guild, Oct. 14. 
Herman R. Pedrick, past president of 
the guild and vice-president of the Horo- 
logical Association of Pennsylvania, told 
the watchmakers a licensing law is nec- 
essary to protect them from an expected 


wesakasnusbacemaaiditde saci. 
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influx of “incompetents” when defense 
industrial activity is over. H. C. Holt 
has arranged for instruction on escape- 
ments and gearing on regular monthly 
meeting nights. 


Diamond Setters Increase Scale 

q Claiming to represent 95 per cent of 
the craft in Philadelphia, the newly- 
formed Diamond Setters’ Association 
met on Oct. 13, to approve an increased 
price scale for this city. Formed for 
the improvement of the price situation 
and general betterment of the diamond 
setting business, the association also ap- 
pointed a committee to begin the for- 
mulation of a constitution and by-laws. 
Thirty-eight diamond setters were pres- 
ent when the group was organized late 
in September. ‘The following officers 
were elected: President, H. A. Geller, 
725 Sansom St.; vice-president, William 
Busch, 10th & Chestnut Sts.; secretary 
and business manager, Edward R. Jones, 
10th & Chestnut Sts.; and treasurer, 
Thomas Burns, 8th & Sonsom Sts., Mem- 
bers of the association have agreed to 
abide by the new price scale and meet at 
least once and perhaps twice a month, 
Mr. Geller said. 





Industrial Selling Undemocratic 


Arthur C. Kaufmann, executive head 
of Gimbel Bros., large Philadelphia de- 
partment store, recently told the news- 
papers, “The practice of industrial sell- 
ing establishes a special privilege group 
who, by virtue of their employment with 
an organization, are enabled to buy mer- 
chandise for their personal use at lower 
prices than the general public are re- 
quired to pay. This is not according to 
the democratic principles of our way of 
life. It will also restore confidence to 
the buying public when they know that 
the price they are asked to pay for 
merchandise is the same that anyone 
else is asked to pay and there will not 
be the disappointment of finding out 
that some of their friends or neighbors 
had purchased the same merchandise at 








a substantially lower price.” 


Z'RN IRNKILT 
CREATORS OF ARTISTIC 


HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON Piitavecenia 








PHILADELPHIA 
SAVE ON 


Swiss and American 


GENUINE WATCH MATERIALS 


LOWEST PRICES & PROMPT SERVICE 
WRITE FOR CATALOG 


CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 


134 S. 8th Street Philadelphia, Pa. 

















BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘Your 
Future and Our Sehool"’ 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 
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PROVIDENCE 


q Herbert Thomae, of Charles ‘Thomae 
& Son, Attleboro, is recovering from an 
attack of ptomaine poisoning. 

q Everett V. Kelly, credit manager of 
Gorham’s, has been elected commander 
of the Auburn Post, American Legion. 
q Cohn & Rosenberger has received two 
more contracts from the War Depart 
ment. For collar insignia, the contracts 
amounted to $3623 and $1636. 

q The Vogue Manufacturing Co., manu- 
facturing jewelers in this city, last 
month put into effect the Government 
minimum wage of 40 cents an hour in- 
stead of waiting until Nov. 1, when the 
new rate is to be paid. 

q September payrolls of the Rhode 
Island jewelry industry were 25.9 per 
cent above the like month of last year 
and 0.8 per cent above the August figure, 
according to data released by the Fed- 
eral Reserve Bank of Boston. 

q Silverman Brothers, big jewelry manu- 
facturers here, have won several con- 
cessions in court in their dispute with 
neighboring residents over how many 
power hammers they may operate, and 
for how long each day at their plant on 
Public Street. 

q Providence police are seeking a jewel 
thief who attempted to rob the office of 
a dealer in precious stones by sawing 
into the room from an adjoining office he 
had hired on the fourth floor of the 
O’Gorman Bldg. His plan was_ frus- 
trated when he ran up against a sheet of 
steel placed over the connecting door by 
the foresighted jeweler. The suspected 
man, slim, dark and about 40, posed as 
a dealer in perfumes, cosmetics and toys. 
An employee of the J. A. Kindl Co., 
which sells precious stones became sus- 
picious and placed the sheet of steel on 
the Kind] side of the door and the rob- 
bery attempt was foiled. 

q More than 300 members of the Jewelry 


Tool Makers and Die Cutters Lodge, 
No. 129, International Association of 


Machinists (AFI.) have voted to ratify 
an agreement offered by jewelry plants 
in this section, providing a seven-cent 
an hour wage increase for skilled work- 
ers in the industry and for other bene- 
fits. The new wage seale, retroactive to 
Aug. 25, will establish a minimum of 
$1.25 an hour for die cutters and chain 
machine operators and $1.20 an hour 
minimum for tool makers and force mak- 


ers, it was reported. It is believed that 
the wage increase will benefit about 200 


to 300 skilled workers in the industry. 
q Providence jewelry stores have car 
ried on an aggressive advertising cam- 
paign in the local papers during recent 
weeks. On the same day Tilden-Thurber, 
Fosters and Baird-North published ads 
telling of their facilities and advice on 
the purchase of diamonds. Offering reg- 
istered diamond rings at and up 
Tilden-Thurber’s theme was “discover 
the right price for her diamond” and in 
vited charge and budget accounts. Fos- 
ters told of the qualities measuring the 
value of a diamond and discussed carat 
weight, cutting perfection and _ color, 
stressing that carat weight should not be 
used as the sole determining factor when 
buying a diamond. Baird-North, point 
ing to the fact that “doctor, lawyer, mer- 
chant, chief” was each an expert in his 
field, yet none knows a great deal about 
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diamonds, suggested that advantage 
should be taken of the “expert, confiden 
tial advice” available at their store 
Kav’s, also of Providence, ran a two 
page ad on its 27th anniversary sale. 


Makepeace to Liquidate 

€ The D. E. Makepeace Co., of Attle 
boro, the country’s largest manufacturer 
ot rolled gold plate and seamless wire, 
has announced plans to liquidate. Provi 
dence jewelry circles called the announce 
ment “startling” but the company 
as reason for its intended action the long 
illness and retirement of Aldro A. 
French, president and treasurer. An of 
ficial of the firm denied emphatically 
that the liquidation decision was a re 
sult of the metal situation now 
causing great concern in the jewelry in- 
dustry. It is expected that the plant will 
continue to operate for several months to 
fill orders on hand. 

The plan to liquidate is the final mark 
in the history of the firm founded by 
David E. Makepeace and incorporated 
in 1902. The founder worked for Bates 
& Bacon and for William Blackinton be- 
fore becoming foreman of Horton, An 
gell & Co., a position he held for 11 years. 
He then established his own plating busi 
ness but sold it out to become superin 
tendent of Howard & Sons but then 
again started his own concern, this time 
in Attleboro Continuous expansion 
brought the size of his works to three 


gave 


serious 


factories with a total of about 100.000 
sq. ft. of floor space. At his death he 
was succeeded as president by his son 
in-law, Aldro A. French. Mr. French 


taught school in Attleboro before he en 
tered the office of Mr. Makepeace. 


Everybody and _ his 
cided to get his 


neighbor has de 
watch repaired since 


things began to boom, thinks Alfred J. 
Frappier, president of the Hampden 


County, Mass., Horological Guild. Mem 
bers of his group are working overtime 


Electric clock production rose nearly 
fifty fold in the ten years between 1930 


and 1940 while other clocks dectined by 
half. according to the 1940 Decennial 
Census. 
Imports During July 
Irticle ‘ } \ 
Watches and watch 
movement $21,203 $1,316,2 
Watch part l 7 
Clocks and clock 
movements D3 S055 
Diamonds table as 
gems 
Rough, ! t 1.299 68.29] 
Cut, unset : 37,306 2,148,114 
Other preci« stones— 
Rough I it 
Cut, but unset 
semi-preciou tones 
Rough, 7 
Cut, unset 115. 
Imitations 
of precious or s 
precious ( 98 
of opaque et " 
of pearls, et 1,80 
Synthetics 26,237 
Pearls 
Natural 10,072 
Cultured or cul- 
tivated 40,958 
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Service and Savings 
TO THE JEWELRY TRADE 
SINCE 1914 
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EWELERS 


MUTUAE 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 


NEENAH, WISCONSIN 








250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 








22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 


Providence Rhode Island 








REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish 
smiths for jewelers use and resale 


made by silver 


Freight now prepaid in U. § 
jeweler receiving full 100% profit 


REED & BARTON Taunton, Mass 





ZIRCONS 
in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 


ZERNOR INC. 








2 W. 47th St. BRyant 9-0294 N.Y. City 
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To The ENGEL 
CATALOG!! 


FOR INSTANT INFORMA- 
TION ON ALL THE LEADING 
NATIONALLY ADVERTISED 
LINES. 


SOON THIS VALUABLE 
REFERENCE BOOK WILL BE 
ON ITS WAY TO YOU— 


WATCH FOR THE 
1942 ENGEL CATALOG 
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Z1 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY’”’ 


ESTABLISHED 1885 





WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALT:MORE, MD. 


[ALBERT S. SMYTH CO. | 








CHULTZ 
TERLING 
HOLLOWWARE 


f. G. Schult Company 


423 E. Lombard St. Baltimore, Md. 








PEARLS FIT FOR A QUEEN ‘ 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. New York 
~ No. Wabash Ave Chicago 
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q Ben Kingoff, a popular retailer of 
Wilmington, N. C., is recovering from 
an operation for appendicitis. 

ar. H. Boyette, a jeweler of Ports- 
mouth, Va., visited the wholesale dis 
trict in Baltimore on Oct. 12. 

¢q RK. I. Benson has been appointed man- 
ager for the watch repair department 
of Weiser’s, jewelers, at 113 E. Brough- 
ton St.. Savannah, Ga. 

qW. L. Ritchie, a member of the 
jewelry firm of Williams & Ritchie, 
Milledgeville, Ga., has been elected mayor 
of that city. He won over his opponent 
by a vote of 894 to 251. 

4 Roy Kay, formerly advertising man 
ager for Holzman’s, Atlanta, has re- 
signed to accept a position with the 
Atlanta store of Schneer’s, Inc., where 
he will be display manager. 

q Sylvan’s, Columbia, S. C., retail jewelry 
store, was winner of first place in the 
\ugust window display contest held by 
the Columbia Retail Merchants’ Asso 
ciation. 

4 Beaumont Davison, formerly connect 
ed with the Davison-Paxon-Stokes Co. 
ind later with the Davison-Paxon Co., 
Atlanta, Ga., has been added to the 
sales staff of Myron FE. Freeman and 
Bro. of the same city. 

q Recent visitors to the wholesale trade 
in Baltimore included Jack Jordan, of 
Dunn, N. C.;: Norman I. Harris, of 
Wilmington, Del.; Albert Gross, of Al- 
bert’s, in Petersburg, Va., and Alfred 
Stein, of Newport Albert's, of Newport 
News, Va. 

q The A. G. Schultz Co., Baltimore sil- 
versmiths, have taken on Murray Cohen- 
cious, formerly of New York, as salesman 
to cover New York, New England and 
Pennsylvania. In a way he is taking the 
place of Max S. Wolfe, who is kept busy 
on work connected with national defense. 
4H. FE. Baumohl, of the U. S. Jewelry 
Co., Baltimore, spent a week or more 
in New York and in other manufactur 
ing centers, looking over the situation 
from that angle with a view to facili 
tating the shipment of goods ordered 
by his firm. He found that it was rather 
a case of taking what you can get. 

q Ferdinand Kohner, of the wholesale 
firm of Max Kohner, Baltimore, who re 
turned home some weeks ago after a 
vear spent in Arizona for his health, has 
not found the change as satisfactory as 
had been hoped, the Baltimore climate 
having proved trying for his condition, 
and is planning to return to the South 
west, perhaps to make his home there 
permanently. 

q A Negro youth was shot and. seri 
ously wounded by J. E. Moore, an em- 
plovee of the Wells Jewelry Store, Sa 
vannah, Ga., as he fled after attempting 
to steal a watch from the store’s show 
case. He was taken to the hospital and 
placed under a police guard. Merchan- 
dise believed to have been stolen from 
other Savannah merchants was found at 
his home. 

q Nat Ullman has been appointed man 
ager of Withers of Atlanta’s retail store 
ind has acquired an interest in the busi- 
ness. Mr. Ullman was for a period of 
thirty vears connected with the old Nat 
Kaiser Jewelry Co. in Atlanta, serving 
it for 16 vears as president. He is also 
a past president of the Georgia R.J.A. 
and well-known to the trade throughout 
the Southeast 





q Retailers of jewelry may exclude the 
new 10 per cent Federal jewelry tax in 
computing taxes due the state of North 
Carolina, according to Revenue Commis- 
sioner H. J. Maxwell. The new Federal 
tax, he explains, is to be paid by the 
consumer while the state tax must be 
paid by the retail jeweler. Therefore, 
the state tax should be based on the net 
price rather than on the sale price plus 
the Federal tax. 

q Atlanta retail jewelers report the best 
business in their history for the last week 
in September, prior to enforcement of 
the 10 per cent retail sales tax. Sales for 
the leading stores during :.e week were 
equal to any holiday business in their his- 
tory, and a number of stores report 
that sales for Sept. 29 and 30 broke all 
two-day records. Many customers made 
purchases of Christmas merchandise 
early to avoid the tax, and many others 
took advantage of the situation simply 
to buy something that they needed or 
wanted. In spite of record September 
business, however, retail jewelers are 
buying heavily for Christmas and do not 
believe that the before-the-tax run will 
reduce Christmas sales. 


Firm Insures 108 Employees 


One hundred and eight employees of 
Ned Cohen’s Jewel Box, retail jewelers, 
with headquarters at 134 S. Elm Street, 
Greensboro, N. C., are now eligible to 
life insurance through a group policy in- 
volving a total of $143,000, recently ac 
quired by that organization. The Pruden 
tial Insurance Co. of America issued the 
policy which covers the workers” in 
amounts ranging from $500 to $3000 each, 
according to rank or position held. The 
insurance coverage, which is extended to 
employees of affiliate organizations lo 
cated in North Carolina, South Carolina, 
Tennessee, Virginia and Georgia, has 
been granted to them without any ex 
pense involved, the employing company 
assuming the entire expense. The policy 
was issued on the non-contributory basis. 


LET’S MAKE THE 
MOST OF WHAT 
WE HAVE 


Defense and_ increased 
demand make it impos- 
sible for us to meet all 
orders for certain types 
of merchandise. We re- 
gret that we can’t offer 
the usual prompt ser- 


vice for which the U. S. 


Jewelry Co. is famous. 
However, we are anxious 
to help you as much as 
we can and suggest that 
you write and list your 
requirements. If the 
merchandise is on hand 
or forthcoming, we shall 
be glad to serve you. 


US JEWELRY CO 


Baltimore & Liberty Sts., Baltimore, Md. 
Importers of Easton Watches 
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Country's Oldest Jeweler, 106, 
Not Too Old to Enjoy Baseball 


Charles Rieckel, Cythiana, Ky., on Oct 
27 celebrated his 106th birthday, easily 
laying claim to title of the country’s 
oldest jeweier. 

Remarkably active for one of his 
years, he observed the event by taking 
his regular daily walk and genially re 





ceiving congratulations from friends and 
relatives ineluding his four daughters, 
three grandchildren, four great-grand 
children and a= great-great-grandchild. 

\ native of Frankfort, Germany, 
Rieckel came to this country when he 
was 19, residing first in Louisville, Ky., 
and then Paris, Ky., befcre moving to 
Cythiana. There he was a watchmaker 
and jeweler for 53 years before turning 
the business over to a daughter in 1916 
His wife died in 1925, six months after 
they had celebrated their 70th wedding 
anniversary, 

Rieckel also is believed to be the old 
est) Knight Templar, oldest Kentucky 
Colonel and oldest baseball fan in the 
country He attended 
game of the Cincinnati 


every opening 
feds during the 
past 32 vears and was highly pleased 
over the introduction of night baseball, 
witnessing his first after-dark contest 
when he was 100. 

During the recent World Series he 
heard the play by play desc riptions on 
his radio, comparing them with the Reds 
Black Sox series games in 1919, the 
only world championship contest he ever 
had actually watched. 

When questioned about his longevity 
he said: “I attribute mv great age to 
regular habits in eating and daily walks 
When I was voung I rode i bicyele, 
drank lots of water and liked my beer 
and wine as I do today. I alw 


gone to bed early and always have been 


ivs have 


an early riser.” 

In 1935 on his 100th anniversary he 
received a congratulatory message from 
President Roosevelt 
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30°, More Workers This Year 
In Swiss Watch Factories 


Switzerland’s watch and clock industry 
has been notably active during recent 
months, the Department of Commerce 
is informed. At the close of \ugust, 
30 per cent more workers were employed 
in this industry than in the same period 
of last year, and most factories had 
considerable amounts of unfilled orders. 
The manufacture of watches with cases 
of precious metals is reported to have 
increased 20 per cent above the level of 
1939. Large orders were received from 
the United States for clock movements, 
ind from all parts of the world for 
wrist watches. Because of the small size 
of their product, it is pointed out, the 
Swiss watchmakers have been able to 
maintain their overseas export business 
to an extent far greater than is possible 
for other manufacturers 


Mid-West A.G.S. Guilds Elect 


The Michigan-Ohio Guild, A.G.S.. un 
der the leadership of Dr. Chester Slaw 
son, of the University of Michigan, at 
its first meeting of the fall elected the 
following officers: M. E. Vedder, Traub 
Mfg. Co., president; George Doering, 
R.J., Wright K iv & Co., vice president ; 
ind William H. Johnson, C.G., Ru... 
Broer-Freeman Co., secretary-treasurer. 

The Minnesota Guild, A.G.S., held its 
first Fall Pillsbury Hall, 
University of Minnesota. The following 


meeting at 


were elected officers for the ensuing vear: 
William H. Meyer, C.G., R.J., of J. B. 
Hudson, Ine., president and Karl G. 
Johnson, C.G.. R.J.. of S. Jacobs & Cea., 
secretary It was decided to have a 


short question period and laboratory 


practice at each meeting 


Collects Bill With Interest 


Max L. Michelson, of Hart Credit 
Jewelers, of Bay City, Mich., says col 
lection letters should be written firmly 
but with tact so that the customer's good 
will is not alienated As proof of his 
showed two fine pheasants, 
weighing three 


theory he 
pounds apiece, which a 
defaulting customer presented to him in 
court on the opening d i\ of bird season. 
(The customer had first paid $29 to settle 


in account and court costs and admitted 
he was in fault for having failed to 
settle up ifter recelviy 


tion letters 
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COMPREHENSIVE 
CRIME 
POLICY 


A new and very liberal insur- 
ance covering your stock against 
criminal attack for as little as 
1% of the value. Includes full 
coverage against Holdup and 
Burglary. Kidnapping, Shop- 
lifting and other risks included. 


YOU FACE SPECIAL 
CONDITIONS THIS YEAR 


1. Values are up—Criminals get more per 
unit. 


2. Demand is greater—Criminals find a 
ready market. 


3. Replacements may be delayed.—You 


need ready cash. 


4. Taxes are much greater—Your capital, 
if depleted by an uninsured loss, will be 
much more difficult to replace. 


WRITE FOR FULL AND FREE 
DETAILS—NOW. 


R. L. MUCKLEY & CO. 
TRIBUNE TOWER 


NORTH MICHIGAN AVE. 
CHICAGO, ILLINOIS 
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Order From Your Wholesaler or Write — 
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accounting. 


4 for $1 10 for $2 





NO STATE SALE TAX ON FEDERAL TAX 


Get New Quick Reference Tax Table. Now Ready 
Avoid confusion and overcharges. Shows exact and propel O° sales tax 
on al ales prices that include in the sale price the Federal 10° tax. If 
your sale prices include Federal tax, this is the only way to quickly add 
state sale tax charge. On handy 8 x 11 cards. Place several at con 
venient places for salespersons, or supply each salesperson with one. Pre 
pared by a Certified Public Accountant specializing retail jewelry 


20 for $3 


QUALITY COMMERCIAL PRINTERS. Inc. 
13939 Charlevoix Ave., Detroit, Michigan 


50 for $5 














Cc. B. RICH CO. 
WATCH DIALS REFINISHED 
LA CROSSE, WIS. 
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\ Rivoli Building 
4th Floor 
Phone 2445-J 


29 E. Madison St 
8th Floor 
Central 5096 


CENTRAL DIAL COMPANY 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 
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M.Y. FINKELMAN 
» ae Afprasats° rite *. 
Diamonds and Fine Jewelry 
29 EAST MADISON STREET 


CHICAGO 
Est. 1923 
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Your JOBBER Has 


NEWALL & 
“Quality Findings” (CO 


The Newall Mfg. Co. - Chicago 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 








OUR WORK COSTS NO MORE THAN 





Dilek Case Fearing) 


ORDINARY WORK 
BECKER-HECKMAN 
29 E. Madison St 


co. 





CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workrfianship at Lowest Prices 
Prompt Service 
3S South Wabash Ave. 


Chicago, Il. 
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4 Wm. Pillath, Jr., retail jeweler, 29 E. 
Madison St., returned early in October 
from an automobile vacation trip to the 
Smoky Mountains and Asheville, N. C. 
qJ. W. Heckman, Becker-Heckman & 
Co., accompanied by Mrs. Heckman, 
spent a vacation, last month, at the 
Pokagon Club on Lake James, Indiana 
State Park. 
q D. J. B. Prins, Son & Prins, diamond 
importers, spent part of October in New 
York assisting in the opening of their 
office in suite 1002, at 630 Fifth 
International Bldg., Rockefeller 


new 
Ave., 
Center. 

q Members the Chicago 
Club enjoyed a real treat at the first 
Fall monthly meeting, Sept. 25. A din 
ner of roast turkey, chicken, beef and 
all the trimmings, as_ well all the 
liquid refreshments, were served in 
ibundance, buffet style, together with a 
midnight cold lunch for those who lin 
gered over the card, pool and _ billiard 
tables until that hour. 

q Frank S. Boyden, president of Boyden 
Minuth Co., 29 E. Madison St., recently 
resigned as president and retired from 
active participation in the business. He 
is succeeded as president and manager 
by Fred C. Minuth. The business of 
jewelry manufacturing and repairing 
was established by Mr. Boyden in 1893 
and he was joined in the business by 
Mr. Minuth in 1918. Mr. Boyden has 
gone to California for the winter. 

q LL. R. Sohn & Co. is the name of a 
new jewelry and manufacturing concern 
recently opened for business in Rooms 
803 and 804 of the Mallers Bldg., 5 S. 
Wabash Ave., with a full line of jewelry 
ind a 12-man shop. With the business 
is combined the Chicago Diamond Set- 
ters, operated for the past several years 
on the 12th floor of the building by Harry 
Sohn. L. R. Sohn, son of Harry, re 


of Jewelers’ 


as 





cently returned from army training ser- 
vice, will manage the new concern. 

C. J. A. Honors Ex-Prexies 

q Past presidents’ day was celebrated 
at the monthly luncheon of the Chicago 
Jewelers’ Association, held in the Palmer 


House Club Bldg. dining room = on 
Thursday, Oct. 16. Eight of them—Guy 


V. Dickenson, retired; Frank Milhening, 
J. Milhening, Inc.; Sidney Y. Ball, ‘The 
Ball Co.; H. Paul Juergens, Juergens & 
Andersen Co.; Harry Radix, Thos. J. 
Dee & Co.; Louis G. Buss, Buss-Lin- 
thicum-Thorson; Howard D. Schaeffer, 
Elgin National Watch Co., and John G. 
Leiner, Benj. Allen & Co.—were in at- 
tendance to be presented by the presi- 
dent, George Englehard. ‘The Chicago 
Jewelers’ Association is one of the oldest 
trade organizations in the country and 
the oldest in Chicago, being 74 years 
old last month. Of the 39 who have 
served as president of the organization, 
16 survive. During a brief business ses- 
sion the Gilbert Clock Co., Jack Ward, 
local manager, was elected to member- 
ship and was named vice-chairman of 
the Good and Welfare committee. R. 
Schell Hulbert announced Jan. 10 as the 
date of the annual banquet and promised 
detailed information in the near future. 
The business program was followed by 
an interesting talk on ordinance and de- 
fense by Col. Barrett Rogers, in charge 
of the Procurement of Artillery in the 
Chicago Ordinance District. On account 
of the Thanksgiving date, the November 
luncheon will be held on the second 
Thursday, the 13th, instead of the third. 


Jeweler is Beau Brummel 

Robert Koerber, Sr., Fort Wayne, 
Ind., jeweler, has been selected as one 
of the ten best-dressed men in Indiana 
by the Indiana Retail Clothiers and Fur 
nishers’ Association. 





REMODELINGS 


AND REMOVALS 





Allyn’s, Ironton, O. Renovated. 
B. & L. Jewelers, Ritz Bldg., Ardmore, Okla. 
Victor B. Bergelson, 3 S. 7th St., Philadelphia. 
J. P. Bleuer, Pawhuska, Okla. New location. 
Ralph Bogage, Worcester, Mass. New 
Felix J. Burns, 1 W. Main St., Malone, 
Cohen Bros., 1123 King St., Alexandria, 
Crescent Jewelry Co., 345 E St., 


mM. x. 
Va. 


Dobbs Jewelry & Loan Co., 126 E. Trade St., 
Gift Chest Jewelers, 222 E. Main St., 
R. G. Hadly & Son, Foulkrod St. & 
William Hoover, 437 Broadway, 
Robert T. Johnson, Mayville, N. Y 


Jos. Katz, 132 Nassau St., New York New 
Kranich Bros., Inc., 52 S. George St., York, 
Lerner Jewelry Co., 22nd St., Meridian, Miss. 
W. J. Miller & Co., 703 Pittsfield Bldg., 55 EF 
R. S. Milner & Son, 1319 Pt. Breeze Ave., 
Morrall & Rainey, Washington St., 
Pfeiffer Jewelry Co., Parsons, Kans. 
Ray’s Credit Jewelers, Main & Ave. 
Frank Reed Jewelry Co., Trenton, Mo. 


Rogers & Co., 5 N. Illinois St., Indianapolis, 
Royal Jewelers, 103 W. Market St., York, Pa. 


Woodrow W. Shryock, Malvern, Ark. 
Stoner Jewelry Co., Liberal, Kan. 
Times Credit Jewelry Store, Bloomington, Ind. 
Samuel Tuckey, 
Harry H. Vines, 239 S.W. Washington St. & 
Fred Vining, 213 Main St., Pine Bluff, Ark. 

Orville J. Wilkins, Liberal, Kans. 
J. H. Wood, 921 Main St., Santa Paula, Cal. 


location. 


Frankford 
Camden, N. J. 
i Moved to new location. 
Kappes Jewelry Store, 21 Lincoln Way West, Chambersburg, Pa 
4 location. 

Pa 


Ne Ww 
New 


San Bernardino, Cal. 
Dobie & McElroy, 211 S. Main St., Royal Oak, Mich. 


Belleville, 


Ss. 


3rd Ave., 
New front. 
Modernized. 


location. 
location. 


Modernized and enlarged. 
Modernized. 


Remodeled. 
New location. 


Charlotte, N. C. New location. 
Ill. New location. 
Ave., Frankford, Pa. New location 
New location. 
New location 


Redecorated 
New 
Washington St., 
Philadelphia. 
Walterboro, 

Modernized. 
A, Temple, Texas. 
Modernized. 
Gerald S. Reick, 376 Main St., Poughkeepsie, N. Y 
Ind. 

New front. 
Shapiro Jewelers & Importers, 95 Pearl St., Albany, N. Y. 
New location. 
Modern new store. 
New 
4233 Lancaster Ave., Philadelphia. 


location 

Chicago 
New front 

C. New location. 


Modernized. 


New front. 


Store expanded. Sol Blickman, mgr 


Modern new store 


location. 
Modernizing. 
Portland, 


Ore. Modernized. 


New location 
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Tennessee Watchmakers to Work 
For Licensing Legislation 


Plans to have a watchmaker licensing 
law passed at the next session of the 
legislature were laid at the annual re 
organization meeting of the ‘Tennessee 
Watchmakers & Jewelers Association, 
held at the Noel Hotel, Nashville, Oct. 5. 
It was decided to hold the 1942 conven 
tion in Memphis, sometime in April. 

The following officers were elected: 
George R. Harding, Chattanooga, presi 
dent; J. D. MeQuirter, Memphis, first 
vice-president; Robert Young, Nashville, 
second vice-president; C. G. Clemments, 
Chattanooga, third vice-president; B. A. 
Ruwe, Knoxville, fourth vice-president, 
and L. D. Stalleup, Nashville, secretary 
treasurer. The sessions were conducted 
by the retiring president, S. 
Cochron, Nashville. 


( reorge 


This One's Old as The Shell Game 


Scores of business men in the New 
York jewelry trade have been bothered 
in recent months by photographers rep 
resenting themselves as having been com 
missioned by this publication to take 
portrait photographs for editorial repro 
duction. Such impressions, usually given 
by indirection, are absolutely false for 
whenever The Jewevers’ Crrcutar-Kry- 
STONE desires the photograph cf anyone 
in the trade a member of its editorial 
staff will directly contact that person 
to make an appointment for a sitting. 
Persons approached by a photographer 
should not be misled by the similarity 
of the photographer's firm name to that 
of this publication. 

It is an old game of unethical photog 
raphers to use a ruse of this nature to 
get a businessman to pose for his picture 
with the idea that it will appear in some 
publication and then, having succeeded 
in getting his photo, to try to sell him 
a half dozen or more prints. 


Charles Jacot, of Forstner, Dies 


Charles Jacot, 70, who had been identi 
fied with the chain business for over 40 
years both here and abroad, died on Oct. 
22 at his home in Westwood, N. J., after 
a year’s illness. He was former vice 
president of the Forstner Chain Corp., 
Irvington, N. J., with which he has been 
connected since the company’s inception. 
Mr. Jacot was born in Switzerland and 
came to this country after a long sojourn 
in England. His work had carried him 
into various parts of the world and he 
had a host of friends throughout the 
trade of this and other countries. 


George A. Allsopp 


George A. Allsopp, 82, retired jewelry 
manufacturer, died Oct. 23, from in 
juries suffered when he was struck by 
an automobile earlier in the day. With 
his brother, Henry Allsopp, he estab 
lished in 1892 Allsopp Bros. He was 
also a member of Lassun & Co., precious 
stone importers, before his retirement in 


1934. 


Wounded While Hunting 


Henry E. Snyder, president of White 
& McNaught, Minneapolis jewelers, was 
in Northwestern Hospital, last month, 
suffering from shotgun wounds in his 
abdomen and legs, suffered while hunting 
in South Dakota. 
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Tacoma Store Runs Contest 
To Find Best Defense Family 


A contest to locate the Tacoma family 
best represented in national defense ac- 
tivities was being conducted last month 
by Weisfield & Goldberg, jewelers of 
that city. After all the entries are 
judged by a panel of five, prizes of wrist 
watches will be presented to each mem- 
ber of the winning family on Armistice 
Day. Prominent American Legionnaires 
and auxiliary members compose the 
board oft judges. 


Training to Get Hitler 


Life in an Army camp at $21 a month 
is much more pleasant to Eric Roos 
than the life he led in Europe where 
he once held a highly lucrative position 
in the diamond trade. Private Roos, a 
German-Jewish refuge who came to this 
country in 1936 with his mother, five 
brothers and three sisters, now drives 
the only radio car at Will Rogers Field. 

Race prejudice and persecution which 
followed Hitler's decree against the Jews 
in 1935, throttled his mother’s little de- 
partment store He established a dia- 
mond importing business in Chicago, but 
imports were dwindling so he was pre- 
paring to leave for a diamond-cutting 
job in New York when his draft number 
was called. 


L. A. Study Group Hears Ad Man 


The first Fall meeting of the Los 
Angeles Study Group of the American 
Gem Society was held in the laboratory 
of the International headquarters on 
Sept. 15. A review of the lessons of the 
\.G.S. Course was lead by Scott Cook, 
of Brock & Co., Los Angeles. Roy Camp- 
bell, Jr... of the Western Advertising 
Agency, gave an enlightening talk on 
the features of newspaper and radio ad 
vertising, after which a round-table dis 
cussion was held. Mr. Campbell recently 
completed work on the first of the na 
tional ads featuring the title of Regis 
tered Jeweler, American Gem Society 


Senator Wallgren's Store Sold 


Wallgren’s Ine., the jewelry store per 
sonally operated by Mon C, Wallgren 
until his election to the U. S. Senate, 
has been sold to Friedlander & Sons, 
Seattle, Wash., jewelers. Senator Wall- 
gren was associated in the business with 
his father, S. O. Wallgren, who founded 
the business 40 years ago. ‘The elder 
Mr. Wallgren will be 90 on Dee. 1. The 
new owners will continue the store under 
its present firm name. 


Cleaning Fluid Explodes 


Charles Fisher, 28, who was cleaning 
a watch in the Norman Rosen jewelry 
shop, 801 Sansom St., Philadelphia, 
escaped with slight burns when _ the 
naphtha in the fluid burst into flame. 
Firemen quickly extinguished the blaze 
\ spark from a motor is believed to 
have ignited the fumes. 


Phoenix Jewelers Organize 


The Watchmakers and Manufacturing 
Jewelers Association of Phoenix, Ariz.. 
was organized recently, with the follow 
ing officers: Otto Schmieder, president; 
Edward Wahlman, vice-president; and 
Oscar Klein, secretary. There are 27 
members. 
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WATCH DIALS 
REFINISHED 


A Gift 


NORTH WH F 


THE NAME DIAL 
KIRK-RICH DIAL CORP. | 





Heyworth Bidg., Chicago, Ill. | 
LS) 
LOS ANGELES DETROIT | 
SAN FRANCISCO PITTSBURGH 


SEATTLE 


DALLAS 














JEWELERS® FINDINGS 
(N) JEWELRY BOXES (N) 
TROPHIES — MEDALS 


CUPS — SPORT BALLS 


COMPLETE LINES FOR THE 
JEWELRY TRADE 
CATALOGS SENT ON REQUEST 


F. H. NOBLE & COMPANY 
535-559 W. 59th St., Chicago 


























SILVERLING PoLisi 


Est. 1909 4 liquid with pleasant odor that is harm 

o Silver, Hands, or Health. Not abrasive or explosive 
Vo washing Slight effort 8-0z. bottle $3.00 Doz 
delivered, your imprint on free samples Price 


0) cts. Your name on Pe f 


SILVERLING, 1215 E. Republic St., Peoria, Ill. 











FULLERS (° FINDINGS 


For 83 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 

















ficme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH. 
MATERIALS 


1\2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 








USED MOVEMENTS 
Good Condition 
Good Dials 
0-Size Elgin, Waltham 
73, $2.25 —15J, $3.25 
12 or 16 Size Hunting 
73, $2.00 — 15), $2.75 
12 Size Open Face 
73, $2.50 — 15J, $3.50 
16 Size Open Face 
7), $2.50 — 15J, $3.50 
18 Size Htg. Elg., Wal. 


VOWLYO 40d GNA 


7), $1.00 — 15J, $1.50 | pallet forks, etc., 
18 Size O.F. Elg., Wal. for all watches. 
7J. $1.50 — 15J, $2.00 Send sample of 
6 Size Elg., Wal., Ht. 
7J, $1.00 — 1543, $1.50 
634 Rect. or 6/2 Oval 


what you want! All 
Guaranteed! Remit 
only if satisfactory. 


























GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING . ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 


403 Clark Bldgz., Pittsburgh, Pa. 











HERBERT HAASE 
Wholesale 
DIAMONDS -MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 
404 Clark Building Pittsburgh, Pa. 


Phone ATlantie 2455 














HELM & HAHN CO. 
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PITTSBURGH 


q Mr. and Mrs. Emanuel Gratner have 


returned from Atlantic City where they 
enjoyed a brief vacation. 

q John Joseph, Pittsburgh district man- 
ager for M. A. Meade & Co., reports 
that watch deliveries are being received 
from the factories in about 20 per cent 
larger quantities than last year. ‘These, 
of course, are American watches. 
q Pittsburgh wholesale jewelry 
are doing very well by the trade, accord- 
ing to disinterested visitors to the city. 


houses 


There has been no effort on the part of 


wholesale members of the trade to jack 
up prices, nor has there been any chisel- 
ing of any kind. 

q Joseph M. Levy, sales manager for the 
Royal Novelty Co., 907 Penn Ave., has 
just returned from New York and Provi 
dence on business. The firm is enjoying 
an unusually large volume of business 
on crystal jewelry. He recently visited 
the Chicago district. 

q The William J. 
of the first to get under way with an 
extended Christmas radio advertising 
program. Kappel’s have been emploving 


| punchy little “jingles” and some of these 


jingles are sung over the air. They all 
wind up with Kappel’s correct time. ‘The 
firm is also employing large newspaper 
space, 

q Helm & Hahn Co. ring manufactur- 
Duquesne Way, have plans under 
way for a company banquet in the 
Atlantic Grill, Liberty Ave. Various 
departments of the factory will bowl 
after the dinner. The firm’s designers 
have been busy during the past few 


ers, 


| weeks working on new merchandise for 


the Spring season. Fritz Hahn 
the stone situation jittery. 
are expected to overcome the shortage in 


reports 
New designs 


colored stones. 

4q A large number of retail jewelers from 
the tri-state district called) at local 
wholesale houses, recently, including 
Russell Roll, Grove City, Pa.; I. Marcus, 
Altoona, Pa.: Leonard Rosenthal, rep 
resenting Mills Credit Jewelers, T ock 
port, N. Y.; Edward ©. Carlson, Kane. 
Pa.; Mr. and Mrs. H. A. Caplan, Clarks 
burg, W. Va.; Walter Schwerer, Taren 
tum, Pa.; Kurt Arnold, Akron, O.: 
Harry Wright, Greensburg, Pa.; W. W 
O’Brien, Clearfield, Pa.; Mr. and Mrs. 
Sidney G. Brooks, Harding Jewelry Co.. 
Cadiz. O.; Leroy Rubin, East Liverpool, 
O.; Fred Myers, Warren, 0.; and A. 
Berman, Altoona, Pa. 

q As evidence of improved conditions 
prevailing in retail channels, one has only 
to look at the large number of remodel 
ings and new locations which are listed 
these days among members of the trade. 
Herman Turk, Etna, Pa.. is removing to 
a new building and will hold a formal 
opening shortly. Martin S. Morrow. 
McKeesport retailer, opened his second 
store in that thriving community during 
the early part of October. T. Marcus. 
Altoona, Pa., retailer has just remodeled 
his store at 1331 llth Ave. D. H. 
DeNardo, Braddock retail jeweler, and 
\. J. Winsberg, of the thriving 
mill town, have recently remodeled their 
places of business. 

@ The Christmas rush actually got under 
late in September in’ Pittsburgh 
iewelry stores when hundreds of smart 
buvers flocked into establishments in 


same 


way 


Kappel Co. was one 


| 
| 
| 





THERE'S MAGIC 
IN THESE NAMES 


ELGIN 
WALTHAM 
SETH THOMAS 
WESTCLOX 
GENERAL (GE) ELECTRIC 
TOASTMASTER 
MIXMASTER 
IRONMASTER 
SHAVEMASTER 
SCHICK 
COMMUNITY PLATE 
TUDOR PLATE 
1847 ROGER BROS. 
WM. ROGERS 
AGFA ANSCO CAMERAS 
UNIVEX CINEMASTER 
RONSON 
SWANK 
AND MANY OTHERS 


THE PUBLIC DEMANDS THEM 
WE DISTRIBUTE THEM 


THE SAMUEL 


WEINHAUS 


COMPANY 


800-808 LIBERTY AVE. 


PITTSBURGH - - - - 











MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 


BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2336-7 











Een? yy 
4 


4 
GOLD and SIDLVIEIR 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 
* 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS. etc., furnished 
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VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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PITTSBURGH 





HALL BROS. & CO. 
Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 

Stylists in 
Engagement and Wedding Rings 











Established 1907 
MARTIN GLUCK & SON 
(FRED GLUCK) 

Genuine factory watch materials 
“Supply Specialists” 
313-3'4 Clark Bldg., Pittsburgh, Pa. 








Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E Jones Jake Hershey 
Wm. A. Jones 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystene 
Chestnut & 5éth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 








WATCH REPAIRING 
For the Trade Only 
Quality Workmanship Guaranteed 
4 to 5 day service 
SEND FOR OUR PRICE LIST 


ALBERT BINDER 
802 Sansom St. Philadelphia, Pa. 
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order to es« ipe the 10 per cent tax 
Pittsburgh jewelers, this vear, expect to 
enjoy the largest volume of holiday busi 
ness in history [his great steel center. 
heart of the arsenal of democracy, is 
pouring out thousands of dollars in 
extra payrolls these days. A large part 
of this money 1s expected to find its way 
back into retail channels and as a result, 
jewelers are very much encouraged. ‘The 
only fly in the ointment is a general 
shortage of many lines of merchandise, 
although the watch situation seems to 
be better than last vear 


Pittsburgh Jeweler Quits at 87 
August C. Gies, one of Kast I iberty’s 
leading jewelers and dean of that thriv 
ing community's business circle, has re 
tired after 58 years as a retail jeweler 
Mr. Gies, despite his 87 years, usually 


August C. Gies, 87 
year-old jeweler, can 
recall when he served 
coffee and sandwiches 
to men building Civil 
Wa __r _ fortifications 
around Pittsburgh 





has a jovial twinkle. At present, he is 
living with his daughter, Mrs. Raymond 
R. Artz, 1152 Portland St., Kast Liberty. 

When Mr. Gies first set up his own 
business, back in 1883, he built a store 
on Station St The only street that was 
paved in East Liberty at the time was 
Penn Ave. and that was rough cobble 
stone. ‘The rest of the place was a maze 
of narrow lanes and horse and buggy 
paths and Mr. Gies was forced to erect 
boardwalks to keep his customers from 
slipping in the mud holes. Six years 
later, Mr. Gies moved to 6260 Franks 
town Ave vhere his new three-story 
building was the biggest in East Liberty 
it that time. Although dwarfed now by 
the expanding community, the building 
still remains a landmark and it was there 
that Mr. Gies spent virtually every day 
of his life from 1889 to last January 
when he became ill and retired Mrs 
Gies died a vear ago and he now resides 
with i daughter 


Kirk-Rich Moves Branch Offices 


Kenneth B. Kirk, president of Kirk 
tich Dial Corp. returned to Los An 
geles the end of October after five months 
of trave throughout — the United 
States and Canada, during which time 
he inspected the company offices in Dal 
las, Chicago, Pittsburgh, Seattle, and San 


I rancisco, ind called on several thou 
sand jewelers located in principal cities 
ot territories served Iyy his company. 
Mr. Kirk announces that the Dallas offic 


has moved into larger quarters in the 
Allen Bldg. and the Seattle office has 
moved to increased space on the sixth 
floor ot the S« ihoard Bldg This will 
enable these two offices to accommodate 
idditional emploves ind thereby speed 
up their SET ce 





DAVID WEIS ¢ CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON PRODUCTS 


1101 CLARK BUILDING PITTSBURGH 








DIAMOND SETTING 


JEWELRY REPAIRING 
SPECIAL ORDER WORK 
Prompt service and careful attention given to 
all orders 


TRIANGLE 
JEWELRY MFG. CO. 


216 Clark Bidg., Pittsburgh, Pa At. 7723 











J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


502 Clark Bldg. 


Pittsburgh, Pa. 











Pittsburgh 
Wholesalers 
and 
Manufacturers 
Can Fill 
Your Every 


Jewelry Need 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 


1221 PENNSYLVANIA AVE. 
PITTSBURGH, PA. 











KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
WATCHES 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 


DIAMONDS JEWELRY 


| 














Greenwold Grift Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


ELGINS e HAMILTONS (Zones 7, 8) 
Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 

MU 








FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 
ELGIN—*HAMILTON 


W%ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS : SILVERWARE 
“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











THE HOUSE OF 
SPECIAL ORDERS 


ea eterslttesmetile merece 


Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 








KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 


Our 


lines. 


salesmen are out with NEW FALL 


Beautiful! Be sure and see. 


JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 
Newest Mountings 


KENWOOD WATCHES—Dependable 


Popular Prices 











MISS VANITY 
STREAMLINED DIAMOND RINGS 


For the Fall Bride. Most attractive Mod 
erately priced 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 


Serving the Retail Jeweler for over 60 Years 





WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 


427 PLUM ST. CINCINNATI, O. 
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q Recovering from a_ serious illness, 
Louis Flanagan of Flanagan & Kovac, 
wholesale jewelers, is now convalescing 
at his home. 


q Adele Luckey 


recently spent several 


| days in Atlantic City after attending 





the New York Gift Show. Another At- 
lantic City visitor from here was Clif- 
ford Bennett of the Frank Herschede 
Co. 

q The new jewelry tax was responsible 
for one of the largest turnouts in the 
history of the Greater Cincinnati R.J.A. 
at a special meeting, last month. Mem- 
bers discussed application of the new 
assessment and taxable and untaxable 
items. 

q Miss Charlotte Hummel, daughter of 
Robert L. Hummel, Vine St. jeweler, 
recently became the bride of Cecil Gar- 
land Boatright, of Savannah, Ga., their 
marriage taking place on the 36th wed- 


ding anniversary of Miss Hummel’s 
parents. 


q Inactive for almost a year the Town 
Criers, organization of Greater Cincin- 
nati jewelry salesmen, are planning sev- 
eral festivities during the coming holi 
day season. J. Charles Hummel, 
secretary, explained that the unusual 
rush of business during recent months 
had prevented the organization 
functioning. 

q@ New officers of the Cincinnati Guild, 
Ohio Watchmakers’ association, elected 
at the organization’s annual meeting 
last month, are: Elmer Fisher, J. C. 
Hockett Co., president; Richard Auken 
thaler, vice-president; William Grogan, 
recording secretary; Joseph Besse, cor 
responding secretary; Frank Foegler, 
returned to his third term as member 
of the board of directors; Herbert Heuil, 


from 


| director, and William Funk, sergeant-at 


arms. 
q Business at D. Jacobs Sons Jewelry 
Co., Cincinnati wholesale house, is mov 


ing along at such a fast tempo that 
Julius D. Jacobs, president, dispensed 


with his regular selling trips through 
Ohio during October. Norbert Meehan, 
salesman, who accompanies him, trav- 


| eled the circuit alone. Edwin B. Jacobs, 


vice-president, left for the East on a 
buying trip, Oct. 15. Julius Jacobs’ 
son, Julius, Jr., is back at his desk in the 
order department following an illness. 
q The Hobart A. Wehking Jewelers, 
Inc., new concern which was incorporated 
this month, will have its formal opening 


Nov. 1, in the Eagle Savings Bldg., Cin 
cinnati. Hobart A. Wehking, Hamilfon 


County commissioner, who has been en 
gaged in the wholesale jewelry business 
for the past 25 years, recently resigning 
as general manager of the Richter & 
Philips Co., Cincinnati, is president 
treasurer of the firm. Other officers are 
his wife, Mrs. Anna Wehking, vice-presi 
dent, and Mrs. Edna Joachim, secretary. 
q Notice from a pawnbroker that he 
had only two more days to claim a $500 
diamond platinum bracelet brought to 
Clifford G. Luhrman, official of the Cin 
cinnati police bureau of records, the 
realization that it had been stolen from 
a secret hiding place in his home. Fur 
ther check-up disclosed that additional 
jewelry valued at $150 also was missing. 
Records of the pawnbroker disclosed that 


the bracelet had been posted as col- 
lateral for a $25 loan several months 
ago by a woman who gave Luhrman’s 


CINCINNATI 





address. Luhrman told police he had not 
bothered to look at the jewels for a 
long time, secure in the knowledge the 
hiding place “could not be found.” 

q Visiting jewelers here during the past 
month included William Godfrey, Elgin 
National Watch Co., Elgin, Ill.; Perey 
Lucas, Schumer Bros. Co., Cincinnati, 
who works out of Columbus; Albert 
Grall, Grall Co., Louisville, Ky.; J. J. 
Ratcliffe, Community Silver Co., Oneida, 
N. Y.; W. E. Donohue, Lawrenceburg 
(Ind.), retail jeweler; Fred Haller, Wil- 
liam C. Green Co., Providence, R. IL; 
George Kissick, H. F. Barrows Co., 
Attleboro, Mass.; Phil Abrams, Chicago 


diamond salesman; Don _ Steel, Jabel 
Ring Co., New York; William Lewe, 
New York diamond salesman; Sam 


Weintraub, Schmidt & Co., New York; 
Connie Donohue, New York City, and 
Max Greenwald, New York City. 


‘Eddie’ Sykes Has Been Writing 
Trade History For Half Century 


Much water has flown down the Monon- 
gahela in the last half century but the 
volume was probably not much greater 
than the flow of words which have come 
from the pencil of Edward C. Sykes 
since he began his journalistic career 52 
years ago. 

A familiar figure in the Smoky City, 
Mr. Sykes is known intimately by all 
of the older men in the jewelry trade, the 
doings of which he reported for 40 years 





Edward C. Sykes, Pittsburgh journalist, who is 
known to all of the older men in the trade in 
the Smoky City, was trying to learn if the bill 
of that queer bird, the pelican, really holds more 
than its belly can. The picture was taken in 
St. Petersburg, Fla., where he and Mrs. Sykes 

winter. 


for this publication, in conjunction with 
his “beat” for the Pittsburgh Sun-Tel« 
graph, His Edward H. Sykes, 
succeeded him a few years back as rep 
resentative of THe Jewrvers’ CircuLar 
KEYSTONE. 

His regular column “I Remember,” 
reminiscences of past Pitts- 
burgh, was given feature treatment In 
the recent centennial issue of the Sun- 
Telegraph. We was shown in a very 
large cut as he interviewed the late An- 
drew W. Mellon, who was just one of the 
thousands, great and small, about whom 
he has written. 

For the past seven years Mr. and Mrs. 
Sykes have gone to St. Petersburg, Fla., 
in December, remaining until Spring. 
He meets a lot of Pittsburghers there 
and has a desk in the Chamber of Com- 
merce office where he writes his column 
at his leisure. 


son, 


glories of 
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BOSTON 


q Miss De Montigny, of Nashua, N. H., 
in search of new novelties visited the 
wholesalers here, early in October. 

q Mr. and Mrs. W. A. McKinney, of 
Athol, Mass., inspected the various lines 
of wholesalers here, early last month. 

q Eugene Sanger, of Sanger & Co.,, 
Washington Bldg., was taking a few 
weeks of well-earned rest, last month. 
q John D. Palmer, retail jeweler of 
Revere, spent two days early in the 
month visiting manufacturing plants in 
Providence. 

q.H. A. Whittum, manager of the retail 
watch sales of Thomas Long Co., has 
been on the absent list, due to an ap- 
pendectomy. 

q FE. C. McKeen, salesman from Frisco, 
on a business trip to the eastern manu- 
turing centers, renewed acquaintances in 
Boston early last month. 

q L. F. Percival, Jr., of D. C. Percival 
Co., Boston, recently underwent an ap- 
pendectomy, but is coming along finely 
and will soon be back on the job. 

q Bigelow, Kennard & Co. anticipate 
opening their new store in the Back Bay, 
in mid-November. The Washington St. 
store will be operated until the present 
lease expires in March, 1942. 

q The Massachusetts & Rhode Island 
R.J.A. board of directors held a special 
meeting, Oct. 21, and made plans for an 
open meeting at an early date, when the 
jewelry tax problem will be discussed 
by prominent speakers of the industry. 
q City Registrar Frank J. Fay, of Bos- 
ton, discloses that marriage license ap- 
plications are running 18 per cent ahead 
of last year. The total to date is the 
highest on record for any corresponding 
period in the city’s history. 

q After 60 years at the same location, 
Main & Mechanics Sts., Worcester, 
Mass., the Moulton Jewelry Co., Inc., 
has moved to a new location at 374 Main 
St. The business was conducte’ »v Ed- 
ward Moulton 
until it was sold to Edward FE. Franks, 
the present head of the firm, and George 
D. Robertson. 

q Friendships were renewed at the an- 
nual beefsteak dinner of the Boston 
Jewelers Club, Oct. 4, at the Copley 
Plaza. The oldest member, J. H. Martin, 
of Martin-Copeland Co., Providence, Col. 
S. O. Bigley, Attleboro, and Mr. Bigelow 
of Boston, together with a number of 
past presidents were guests of honor. 
President Arthur Horne was toastmas- 
ter. 

q The E. B. Horn Co., retail jewelers at 
429 Washington St., Boston, has _pro- 
moted E. H. Codman to the position of 
general store manager. Mr. Godman’s 
promotion comes in recognition of his 
ability as a buyer and salesman, his ex- 
perience in jewelry store activities and 
keen interest in modern merchandising 
methods. The E. B. Horn store starts 
its 103rd business year in January. 

q The Massachusetts Guild, U.H.A., held 
its annual state convention at Worcester, 
Oct. 5. Delegations were present from 
Boston, Worcester County, North Shore,, 
South Shore, Hampden County and Mer- 
rimack Valley guilds. Ferdinand Fried- 
stater, of Boston, spoke on “The Future 
of Watchmaking.” The highlight of the 
session was the presentation of a large 
plaque to Col. W. H. Bright, vice-presi 
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dent of the national 


was elected state secretary for the sixth | 
Edward Bogage, Worcester. 


time, by J. 
q Thomas Long Co., Summer St. jewel- 
ers, during the week of Sept. 22 staged 
a sterling silver display, featuring tables 
laid for both formal and informal din 
ners. The tables were prepared in coop 
eration with the Garland School, and 
Mrs. Laura Leonard of the teaching 
staff was in charge. From 1 to 3 o’clock 
each afternoon she explained their ap- 
pointments and decorations, also the cor- 
rect fashions in table settings for all 
occasions. The event was a success and 
stimulated sales activity throughout the 
store’s other departments. 


Massachusetts Horologists 
Elect Winifred D. Hebert 


Winifred D. Hebert, Worcester, was 
elected president of the Horological As- 
sociation of Massachusetts at the an- 
nual meeting, Oct. 5, at Worcester. Del- 
egates from six guilds of the state or- 
ganization attended. Other _ officers 
elected: Alfred J. Frappier, vice-presi- 
dent; W. H. Bright, Waltham, secre 
tary; Paul C. Tasse, Worcester, trea- 
surer; William Upton, Lawrence, and 
John C. Kearney, Springfield, executive 
committee, and J. Edward Bogage, 
Worcester, national trustee. 

A plaque was presented to Mr. Bright, 
a vice-president of the U.H.A., for his 
services to watchmakers of the state and 
nation, Mr. Hebert presided in the ab- 
sence of Henry Desjardins, of Beverly, 
the retiring president. 


They'll Soon Be Flying 

Canadian jewelers in less than two 
weeks subscribed more than 50 per cent 
toward the quota of $100,000 which the 
Canadian Jewelers’ Association is rais 
ing to buy four Hurricane fighter planes. 
The retailers were asked to contribute 
one-half a cent for each dollar of mer 
chandise sold 


This quaint and curious specimen of 
trade advertising is found in the Essex 
Institute collection in Salem, Mass.: 


“Ran Away from the Subscriber liv 
ing at Annapolis in Maryland, in June 
last, a Convict Serving Man, named 


Thomas Read, alis Cuthbert, about 25 or 
30 years of age, 5 feet, 4 inches high, 
well fed, grey eyes, large nose, and had 
short brown curl’d hair. 

“He is a Jeweller, and Motto-Ring 
Engraver, and is an artful, talkative pert 
Fellow—can write pretty well, and has 
doubtless helped himself to a Discharge, 
Pass, or any other writing to deceive 
and to suit his purpose. 

“His apparel is probably genteel, as 
he had Money with him, a Watch in his 
pocket and a Large Stock of Pride; 

“By what name he now goes is un- 
certain, as he has impudence enough to 
pick and chuse any that he should think 
proper. 

“Whoever takes the said Convict Serv 
ant, and returns him to his Master, shall 
have Fifteen Pistoles Reward, and rea- 
sonable Charges paid, by 

“Joun INCH. 

“Annapolis, September 15, 1759.” 
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WATCHES «| 


“PORTER OLESALE OCALERS IN 


Bh pe een 
= -\ | DIAMOND s 
CLOCKS - JEWELRY ; SILVERWARE 
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- — 
373 ~ BOSTON 
WASHINGTON ST. \ MASS. 


The House of Perice™ 


|- ALBERTS 


SONS, INC. 


ESTABLISHED 1864 








Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
ID|1AMOND S| 


1. ALBERTS SONS, Inc. 
‘@ 373 WASHINGTON ST., BOSTON gy 

















NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 





sUTTLe 


ARISTOCRATIC 
STERLING 





. 
fa) a I A 
(Korot Gold on Sterling) 
and STERLING SILVER 
REAL STONE JEWELRY 
Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS. 





MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 


| DIMES 


STERLING 
BOSTON. W 
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FRIEDLAENDER, BELMUTH & APPELBAUM. 
Inc. 


Successors to 
FRIEDLAENDER & CO., Ine 
Recognized for over 70 years for fine quality in 
PORCELAIN. GLASS & POTTERY 
DECOTATIVE PIECES— 
DISTINCTIVE LAMPS 
AND OBJETS D’'ART 
53 WEST 23rd STREET NEW YORK 











W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 

GIRANDOLES LAMPS 


FROM STOCK 
225 FIFTH AVENUE, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 


Ap 


English Bone China Tableware 
Imported Art Pottery 

China Figurines 

''Pairpoint'' American Glass 
Antique Reproductions 


MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 


Meakin & Ridgway, Inc. 
129 Fifth Avenue, New York, N. Y. 


% 
























China FINLAND Crystal 
raigiA }=©6d CERAMICS eS. 
AND GLASS 

nwom'” CORPORATION 


225 FIFTH AVE. NEW YORK CITY 











ROYAL DOULTON 
Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


JUSTIN THARAUD., Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
HUYAL ALBERT CROWN CHINA, England 


English 








' PAUL A. STRAUB & CO.., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 
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They’re in the Army Now 








q Earl Kor, son of Samuel Z. Korff, 
Philadelphia manufacturing jeweler is an 
aviator at Mitchell Field, N. Y. 

q Edmond Spiegelman, of John 
Spiegelman, Philadelphia — wholesaler, 
was graduated Sept. 21 from the Officers’ 
Training School, Ft. Benning, Ga., and 


son 


now is assigned to Camp Polk, La. He 
is a second lieutenant. 

qSamuel Kind, formerly of S. Kind & 
Sons, Philadelphia, assigned to Fort 
Claiborne. La., visited his parents, Mr. 
and Mrs. Philip Kind, Oct. 5 to 10. He 
formerly was stationed at Fort Sill, 


Okina. Philip Kind, Jr., is now assigned 
to the Naval Air Base, Jacksonville, Fla. 


Elihu Bernard Bernstein 
relinquished his work 
as southern representa- 
tive for Buss - Linthi- 
cum-Thorson, Inc., New 
York wholesalers, to 
take up work in Uncle 
Sam's armed forces, 
en Oct. 2, when he re- 
ported for duty at 
Camp Wheeler, Ga. 
He is the son of A. N. 
Bernstein, 
MN. C., 


Burlington, 
secretary-trea- 
surer of The Jewel 
Inc., chain of 
Southein jewelry stores. 





q Fred Weisberg, formerly of the House 
of Milner, 728 Sansom St., now is on 
duty at Kelly Field, Tex. 

q George Joseph, of M. A. Meade & Co., 


watch distributors, Clark Bldg., and 
brother of Johnny Joseph, Pittsburgh 
district manager for the company, has 
left for Fort Meade near Baltimore. 


q William H. Grafner, son of Mr. and 
Mrs. Emanuel Grafner, who is stationed 
at Fort Meade, recently took part in the 
maneuvers of the Army in North Caro- 
lina. 


q Clarence Lund is back on the job with 


his father, Clifton B. Lund, Boston 
jeweler, having completed a_ year’s 


setvice in the U. S. 
enlisted. 


Army, for which he 


Ensign L. Blaine 
Libbey Jr., son of the 
well-known retail jewel- 
er of Milford, Mass., 
is now attached to the 
U. S. S. "Ranger," 
aeroplane carrier. He 
was graduated from 
U. S. Naval Academy 
in 1940. 





order 


q Jolin Gartol, formerly of the 
department of A. Hirsch & Co., 35 
E. Wacker Drive, Chicago, who is in the 
army now, spent a few days in Chicago 
last month and announced that he is now 
a sergeant with the Armored Motor Di- 
vision, located at Fort Knox. 


q Robert Lieberman, of Stein & Ell- 
bogen Co. before he joined the army, 
son of Otto Lieberman, Blue Bird Pearls, 
was stricken with pneumonia, _ last 
month, while home on furlough from 
Wilmington, N. C., where he is a member 
of the Coast Artillery. 


q George Abraham, junior partner in 
the firm of J. Abraham & Son, manufac- 
turing jeweler and diamond setter, 7-11 
W. 45th St., New York, is now serving 
with the Signal Corps at Fort Mon- 
mouth, Red Bank, N. J. 








Medical Student Receives 
Bulova Nick O' Time Award 


Henry Heimlich, 21-year-old student 
Cornell University Medical College, 
received the Bulova Nick O°’ Time Award 
from the Greater New York Safety 
Council for saving the life of a locomo- 
tive fireman in a train wreck, near South 
Kent, Conn. The award, a_ 17-jewel 
Bulova “Black Hawk” wrist watch, was 
presented by Frank L. Jones, president 








EDWARD BOOTE 
35 & 37 West 23rd St., New York, N. Y. 


Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 

HOTELWARE 
GIBSON & SONS TEAPOTS 











of the Council, in the faculty room of the 
college. 

Heimlich had spent the summer as a 
counselor at Camp Mah-Kee-Nac, near 
Lee, Mass., and was on his way home 
with 254 children in a_ six-car special 
train of the New York, New Haven & 
Hartford R.R. The train was derailed 
as it was passing Hatch Pond and the 
first three cars plunged into the water. 

After helping children into the rear 
cars, on dry land, Heimlich found the 
fireman, Otto Klug, struggling in the 
water, with one leg pinned in the wreck- 
age. He held Klug’s head above water 
and tried to extricate the victim’s leg, 
until help arrived, two hours later. Two 
engineers were killed in the wreck. 

The Bulova Nick O’ Time Award is 
a permanent award to a person who, 
wilh great danger to himself, performs 
a heroic deed in the nick of time. 


Benrus Gets Galene Order 


The War Department has awarded a 
$210.687 contract to the Benrus Watch 
Co., Waterbury, Conn., for the manu- 
facture of screws, arbors, pinions, ete. 


At the November meeting of the 
Southeast Retailers Jewelers Association 
of California at Huntington Park, S. P. 
Dayton and H. A. Sudbury will be co 
chairmen and will have as their speakers, 
R. S. Manchester and William M. Erb 
of the Pacific Goldsmith. 
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OBITUARIES 


Davin ANpberson, 63. jeweler of Car- 
terville, Ill., died on Oct. 2. 

Samurt E. Bearpsiey, 66, outstanding 
lavor teader in the jewelry industry, who 
had the respect of employers as well as 
workers for his fairness and intimate 
knowledge of the jewelry industry, died 
Oct. 4, after a short illness. The funeral 
of Mr. Beardsley, who was _ secretary- 
treasurer of the International Jewelry 
Workers Union, held at Derby, Conn., 
was largely attended by men of the trade 
from all parts of the East. Eulogies 
were given by Mayor Jasper McLevy, of 
Bridgeport, Conn., and Leon Williams, 
president of I.J.W.U. 

Joun Atrreo Burcess, 75, who rose 
from errand boy to the presidency of 
Vennerbeck & Clase Co., Providence 
manufacturing jewelers, died Oct. 7. He 
was known to elose friends as a_philan- 
thropist. 

Erasmus H. Burris, 64, Keysville, Va., 
jeweler, died Sept. 29. 

Frev J. Coover, 56, prominent jeweler 
of Philadelphia, died Oct. 21, in Abing- 
ton Memorial Hospital, Philadelphia, 
after a long illness. Mr. Cooper, whose 
business slogan was “Jeweler by Birth” 
was born in Colchester, England, where 
his ancestors had been silversmiths and 
jewelers for many years. He was an 
authority on jewelry and silver and was 
widely known as such around Philadel- 
phia where he lectured extensively. He 
was a former president of the Pennsyl- 
vania R.J.A. 

AuBert Vicror E.mes, 58, for 41 vears 
with the firm of Birks-Ellis Ryrie, Ltd., 
jewelers, of ‘Toronto, died suddenly last 
month. He had been connected with the 
firm when it was formerly known as 
Ryrie’s and later Ryrie & Birks. 

Dr. Cart V. Faris, 47, jeweler and 
optometrist of Danville, Ill., died Oct. 7. 
Several years ago he was seriously in- 
jured in a mishap while a passenger on a 
transcontinental plane and underwent 
amputations of a leg and an arm. He 
was a member of numerous fraternal 
organizations. 

Cuarces GERNERT, 69, for 30 years with 
Henry Blank & Co, Newark, N. J. 
jewelry manufacturers, died at his Irvy- 
ington, N. J., home after a brief illness. 
He was a member of the Jewelers Ben- 
evolent Association. 

Rateu O. Gorpserc, 56, president of 
Weisfield & Goldberg, credit jewelers 
with stores in Seattle, Bellington, Taco- 
ma, Spokane, Wash., and Portland, Ore., 
died on Oct. 4, in a San Francisco hospi- 
tal, where he had been a patient for four 
months. He had been ill for a vear and 
a half. Mr. Goldberg was in the jewelry 


and optical business in San Francisco 
until 1918 when he went to Seattle and 
with his brother-in-law, Sam Weisfield, 
who died in 1938, established Weisfield 
& Goldberg. 

Wittiam J. Homumann, 48, who was 
in charge of the watch repair and jew 
elrv concession in the store of the Scho 
field Co.. Baltimore, silversmiths, died in 
September 

Arruunx Epwarp Kenrceron, retired 
jeweler of Toronto, Canada, died Oct. 
6. He had previously been in business as 
a jeweler in Washington, D. C., and New 
York City. 

E. E. McMurry, 61, secretary-trea 
surer of Keeby’s, Inc., jewelers of Little 
Rock, Ark., for the past 20 years, died 
suddenly on Sept. 27 while dining, from 
an acute heart attack. 

Ep. A. Moore, 72, and known to the 
wholesale trade of the Middlewest, South 
and Pacific Coast for nearly 50 years as 
the representative of Eastern manufac 
turers, died at his home in Chicago, on 
Sept. 27. For the past 30 years he was 
associated with the R. F. 
in Chicago, and on the Western Coast 
until a severe illness about six years ago, 


Simmons Co. 


when he was retired on pension. 

GeorGe Warrer Rowtey, 70, for 17 
years a represetnative of N. H. White 
& Co., New York, until his retirement 
about 12 years ago, died suddenly on 
Oct. 1, at Carthage, Kan., where he has 
been farming and taking care of his in 
vestments. 

Cuaries F. Sciocu, 80, of the firm of 
Schoch & Hallam, jewelers in Marquette, 
Mich., for many years, died recently 
after an illness of two years. He entered 
the trade as a young man in Saginaw, 
Mich. 

Cuarces Grarron SuUELTON, 82, an em 
ployee in the executive office of ‘Tiffany & 
Co., New York, for 60 years until his re- 
tirement three vears ago, died Oct. 1, 
at his home in Mount Vernon, N. Y. 

Mrs. Isasen L. Sim, president of Sim 
& Co., Inc., Troy, N. Y., jewelers, died 
of a heart attack at her home on Oct. 11. 
Mrs. Sim as a young woman studied 
painting in Paris. She became president 
of the old jewelry firm after the death 
of her husband, Frederic W. Sim. 

Wittiam Frercurr Smirn, 57, jeweler 
at Conway, Ark., since 1929, died on 
Sept. 28. He left the newspaper tield to 
become a jeweler. 

Epwin Forest Tavustic, 65, a_ retired 
jeweler of Harrisburg. Pa., died on Sept. 
27. He was for many years associated 
in business with his father, Jacob Tausig, 
and his brother, Herman Tausig, both 


deceased 





NEW RETAIL 





ENTERPRISES 





Al Bernert, 111 Washington St., Neosho, Mo. 


Getz Jewelry Co., McMillan St. & Kemper Lane, 


Harris Jewelers, 61 E. State St., Columbus, O. 
Hyman’s, 1417 Main St., Columbia, S. C. 


Cincinnati, O Third unit 
Ben Harris. prop 
Abraham Hyman, pro} 


King’s Jewelry Store, 21 S. Limestone St., Springfield, O. 


Kovaniemi’s Jewelry, 219 Grant Ave., Eveleth, 


Minn. John Kovaniemi, prop 


LaRoss Jewelers, Jacksonville, Ill. Ross & Lowell K. Henry. 


Lawson’s, 623 Main St., Richmond, Ind. 


Michael Jewelry Co., Texas City, Texas. Max Baum & L. Peterman 


Mission Jewelry Corp., Houston & Broadway, San 


Reed’s Inc., Kewanee, III. 


Joseph P. Reisinger, 11 Carey Ave., Wilkes-Barre, 
Sonne Bros., Main & Mary Sts., Little Falls, N. Y. 
Stewart’s Jewelers, 525 Main St.. Little Rock. Ark. 
Victor’s Jewelry Store, 141 Main St.. Hackensack, N 
Pa. 


Wise Jewelry Co., 7 N. Third St., Harrisburg 


FOR NOVEMBER, 1941 


Antonio, Texas. Walter Viner. mgr 


Pa 


New 
D. M. Stewart, prot 
J 


Fifth unit Josevh J. Yoffee. mgr 


Forgets a Pot of Gold 

The pot of gold was not at the end 
of the rainbow but on the windowsill, 
where Herve ‘Turcotte, Montreal jewelry 
worker, had placed it to cool. On Sun 
day when he suddenly remembered where 
he had left the gold the day before he 


dashed to the fire station and asked the 
fireinen to send a ladder to help him get 
it from the second floor window, as_ he 
had no key to the shop. The smoke eat 
ers refused. Shortly after the jeweler 


left a fire alarm sounded and when the 
firemen arrived at the scene of the “fire” 
they were greeted by Turcotte He was 
arrested for sounding a false alarm 

[ronically, when the police went to 
investigate the workman's story they 
discovered only an empty tin box in 
place of the pot of gold. The manager 
of the firm had taken the pot inside 
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THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL 











ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 
FINE CHINA TRADE 


MADE INAMERICA * MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 














“The House of Satisfied Customers”’ 


Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold and 
Encrusted Specialties. 


ATLAS CHINA CO., INC. 
27 W. 20th Street, New York 


CHelsea 2-1522 











“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 


7 
Send for Illustrated Catalog 
e 


ENRIGHT - LE CARBOULEC, INC. 
160 Fifth Ave. New York City 





CHelsea 2-5558 











HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 





4 


N. Y. Office: 542 5th Ave. oLp warsrroas 





LENOX CHINA 
SERVICE PLATES 
of DINNERWARE 
NOVELTIES 


Made in America 


LENOX 


LENOX, INC. Trenton, N. J. 
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10% IRIDIUM-PLATINUM 


As distributors of Iridium-Platinum to the jewelry industry, we have 


been requested by: 


OFFICE OF PRODUCTION MANAGEMENT 
WASHINGTON, D. C. 


to cooperate in the defense program by conserving Iridium solely for use 


in “Priority”. 


We therefore recommend the use of Platinum-Ruthenium alloy as a very 
satisfactory substitute for Iridium-Platinum alloy. This alloy is not new 
to the jewelry industry and we shall be pleased to continue to take care 


of your requirements. 


KASTENHUBER & LEHRFELD 


24 JOHN STREET 


NEW YORK, N. Y. 




















To Jewelers 
who aren’t “eyps” 


Regardless of what anyone may think of the 
Readers’ Digest test, the impression of dis- 
honesty among a large number of jewelers has 
been made upon a vast public. 


Don’t let’s kid ourselves 

You may be the subject of suspicion now, no 
matter how faithfully you have protected the 
customers’ interests in the past. 

You, who have WatchMaster Watch-rate Re- 
corders, are in a particularly fortunate position. 
We urge you to show customers the charts 
printed by the machine indicating the source of 
trouble in the customer’s watch—explaining 
that this scientific instrument, not you, diagnosed 
the irregularity. The charts made after the re- 
pairs are finished PROVE the high character 
of your service, justifying higher charges for 
superior work. 

To those who do not own a WatchMaster, we 
suggest a request for our “2-way Profit Plan” 


Book. 


American Time Products 
580 Fifth Ave. Une. New York, N. Y. 


Distributors of Western Electric Watch-rate Recorders 


+ + + HF 
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BELLEVUE 


“One of the Few 


Famous Hotels in 


AMERICA, 


announces, as 194] autumn news... hundreds 
of rooms and baths modernized . . . a beautiful, 
new, completely air-conditioned Coffee Shop— 
seating 400, open from early breakfast to late 
supper, featuring finest food, modern service at 
really popular prices. Other air-conditioned 
restaurants. Unsurpassed facilities for comfort 
and the enjoyment of true Philadelphia hos- 
pitality. Reasonable rates. 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 






CLAUDE H. BENNETT 
La 


General Manager 
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Practical Modern Watchmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part V—Poise 


Section 2 





EXPLANATION OF VERTICAL POSITION RATE TABULATIONS 


The columns of figures in tables 4 and 5 are timing 
machine tests indicating 24-hr. rates from which curves 
No. 1, 2 and 3 in graphs 4 and 5 were plotted. 

The first column for each curve shows the number 
which was up in the vertical position when the particu 
lar observation of the 24-hr. rate was made. These are 
timing machine rates and the readings were taken and 
recorded in the order shown, 12 up, 1 up, 2 up, ete. The 
third column for each curve lists the variation in rates. 
These variations were obtained in the following manner: 
rates with opposite points on the dial up were compared, 
thus it is seen that with 12 up the watch runs at —06 or 
6 sec. slow per 24 hr., while with the 6 up it runs —01 
sec. per 24 hr. slow. From this it is a short step to the 
conclusion that the watch runs 5 sec. per 24 hr. slower 
in the 12 up position than in the 6 up position. This is 
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recorded by placing a —05 opposite the 12 up position. 
Similarly it is evident that the watch runs 5 sec. per 24 
hr. faster in the 6 up position than it does in the 12 up 
position and this is recorded by placing +-05 in the rate 
vibration column opposite the 6 up position. In this 
manner the other rate variations were determined and 


recorded. 


HOW THE CURVES WERE PLOTTED 


An examination of graph 4 will show that the rate 
or time variation is shown on the vertical scale where one 
small division represents a gain or loss of 1 sec. in each 
24 hr. The heavy horizontal lines are marked 0, +-10, 
—10, ete., for convenience in reading. Along the hori- 
zontal scale the position up is indicated in order from 
12 to 12, with each heavy vertical line indicating a new 


position. 
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Now if the watch would take a zero rate in all 12 posi- 
tions we would put a small dot where the 13 vertical 
lines (12 to 12) cross the zero horizontal line, and when 
these dots were connected a straight line would be 
formed. The watches, however, did not take a zero rate 
as shown in the tabulations, so it is necessary to plot the 
rates, using curve 1 as an example, as follows: 

1. Place a dot on the 12 vertical line, 6 sec. or lines 
below the zero horizontal line showing that the watch is 


6 sec. slow per 24 hr. in this position. 


Table 4—Vertical Rate Tabulation for Graph No. 4 


Curve No. 1 Curve No. 2 Curve No. 3 

Position Rate Variation Rate Var. Rate Var. 
12 06 —O05 0 0 +02 +01 
] +21 +39 01 +O1.5 13 25 
2 +-35 +61 01.5 +-02.5 21 —36 
3 +39 +66 01.5 +03.5 24 —42 
1 +34 +6] 01 +03 21 —36 
5 +- 22 +4] 00.5 +02.5 —13 —26 
6 01 -O5 0 0 +O] —{)] 
7 18 39 00.5 O15 142 +95 
8 26 61 —Q] 02.5 +15 +-36 
9 30 69 02 03.5 4-18 +42 
10 27 nf] 02 03 415 +36 
1] 19 11 02 02.5 113 +26 
12 6 05 0 0 1 92 +0] 


2. Place a dot on the 1 vertical line, 21 sec. or lines 
above the zero horizontal line. 

3. Repeat this procedure for all positions, 2-3-4, etc., 
on to 12, placing all slow or minus rates below the zero 
line and all fast or plus rates above the zero line. 

+. Connect these dots in order with a smooth curved 
ink line. This will form curve 1 as hown. 

The different curves 1 to 3 on graphs 4 and 5 were 
plotted from data obtained under different conditions as 
is noted both in the tabulation and on the charts. Curve 
1 is for a motion of the balance wheel of 114 turns, 
curve 3 is for a motion of the balance wheel of 7. turn. 
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IN U.S.A. WE SAY; 


send us your sweeps as usual. 
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ever to our ability to quote top prices 
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of loss. 
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Four specialized oils for all watches, clocks and delicate precision instruments 
are produced by the Nye laboratories. These oils are considered the ‘‘standard’’ 
quality by most craftsmen, who have learned they can depend upon the unvary- 
ing grades and fine results obtained from them. Porpoise jaw crudes, controlled 
from ‘‘fish to finish’? by skilled American workmen. You get ‘‘quality in a 
bottie’’ when you ask your materials supplier for Nye Oil. 
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Curve 2 is for a motion of the balance wheel of 444 deg. 
(114 plus turns). 

It is advisable to check the rate curves with the tabu 
lations to make certain just exactly what it is that the 
curves represent. It should then be seen that the dis 
tance and direction whether up or down from a point on 
the curve to the zero horizontal line will show just how 
slow or just how fast the watch is running in that par- 


Table 5—Vertical Rate Tabulation for Graph No. 5 
Curve No. 1 Curve No. 2 Curve No. 3 


Position Rate Variation Rate Var. Rate Var. 
12 02 —08 1-()] +-02.5 +06 +10 
1 0 06 tO] +02 +04 +08 
2 +02 02 +005 +00.5 +03 105 
3 LO4 +-()4 0 0 0 —0] 
4 +05 LO6 Ol 02 a) —O6 
5 +06 +08 —01.5 02.5 03 09 
6 +06 | OS —01.5 02.5 O4 10 
7 O06 L O06 01 er 04 Os 
8 +04 +02 0 00.5 02 05 
9 0 —04 0 0 LQ] LQ] 
10 01 06 1 (] 102 +04 LOG 
11 02 O08 01 +02.5 LOG LO9 
12 02 Os + ()] L025 !_ 06 +10 


ticular vertical position, in seconds per 24 hr. The curves 
when understood give a picture of the variation in rate 
for each position and their relation to each other. 

To convey ideas by means of words and sketches is a 
difficult task, and many watchmakers look upon charts 
and graphs as a very mysterious problem beyond their 
comprehension. This is not at all true, and we urge all 
watchmakers to study and analyze this work. Because it 
will be found extremely simple, once the methods used 
in this paper are understood. 


DISCUSSION OF THE TABULATIONS AND GRAPHS NO. 4 AND 

NO. 5 

From the rate tabulation for graph No. 4, curve No. 1, 
we can see that the two positions having the greatest vari 
ation in rate are 9 up and 3 up where the 9 up is 69 sec. 
per 24 hr. slower than the 3 up and the 3 up is 69 see. 
per 24 hr. faster than the 9 up. 

Now let us consider curve No. 3 where the motion of 
the balance wheel has been reduced from 114 turns to 7% 
turns. Here the effect of counterpoise is shown clearly, 
and as a result of a change in motion all of the fast posi 
tion rates have changed toward slow and all of the slow 
rates have changed toward fast. 

This bears out the statements made concerning “Ef 
fects of Counterpoise.” A further analysis of these rates 
in relation to figures a, b, ¢ will show that for curve No 
© the 9 up position is performing according to rules 
given under Fig. 33-a. and the following method can be 
used to determine the exact point on the balance wheel 
where the counterpoise weight is located. 

1. From rates shown in graph + decide which position 
has the fastest rate. In the low motion, in this case curve 
No. 3. 

2. Observation shows this to be the 9 up position. 

3. Let mainspring down, allowing watch to stop. 

t. Place the watch movement in a vertical position 
on the bench with the 9 up and 3 down. 

5. Have dial facing back of bench and balance wheel 
facing front. 

6. Make a sketch of balance wheel. showing line of 
centers of escape. pallet and balance jewels, location of 
balance arms and location of jewel pin. Location of 


balance screw at bottom 
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7. Now wind the mainspring slightly, just enough to 
drive the balance at a motion of 14 turn. This will cause 
the heavy screw to move 90 degrees to the left and 90 
degrees to the right of its former neutral or vertical 
position. During this condition of motion the heavy 
point is operating under the principles explained in 
Fig. 33-a, that is, one turn of motion or under which 
should be observed and studied carefully. 

8. Wind the mainspring a little more to increase the 
motion to a point where the heavy screw rises to “g turn 
and finally to one turn. At one turn the heavy screw 
will reach the top of the vertical line and any increase 
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Graph No. 5 


in motion beyond this point will carry the heavy screw 
into the region where the rate for this distance beyond 
the vertical line will be slow instead of fa-t as shown 
in Fig. 33-b. 

9. Wind the mainspring again, increasing ‘e motion 
gradually until it reaches its maximum swing. \\ hen the 
heavy screw reaches a point +2 degrees beyond rhe verti- 
cal line it has arrived at a point where the losing effect 
cancels out the gaining effect as explained in Vig. 33-c. 

10. Take the balance wheel out of the watch, remove 
the hairspring, and place the balance on a poising block 
or in poising calipers. The heavy screw will then tnrn 
the wheel to the position shown in Fig. 34. 

The data used to obtain grapn No. 4 were obtained 
from the watch that failed to pass the five position test. It 
is now obvious that this failure was due to an excessive 
counterpoise weight located on the 3-9 axis with the 9 
up. This was found to be the case upon examination of 
the balance on a poising block. 

The watch that passed the five position test was used 
to obtain the data for graph No. 5 position rates. Curve 
No. 1 shows for a motion of 114 turns. Curve No. 2 is 
for a motion of 114 turns. and curve No. 3 for a motion 
of 7. turn. A comparison of these curves will show that 
even with a small variation in vertical position rates at 
any one motion that the shape of the curve tends to be 
come nearly a straight line at a 444 degree motion and 
reverses its curve at a low motion from what they were 
at a high motion. These rate curve characteristics show 
the action of the counterpoise weight even though it is 
obviously a very small one, both from the results of the 
examination and the vertical position rate variations. 

The 24-hr. rates in the dial and cock up positions were 
minus O02 see. 

Now generally speaking if a watch has a zero rate in 
the flat position with the regular pins open and balance 
wheel poised, it will have a rate of about minus 15 in the 
vertical positions. This particular watch had its regu- 

(Please furn to page 141) 
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ISH more questions in Workshop Notes would be 


about the business end of the repair department. 
What’s the best kind of advertising for repairing—send- 


ing circulars out? Newspaper ads? Our local radio? 
What’s your idea? (Question No. 5358.) B. B. 


Answer—The best kind of advertising in any busi- 
ness is whatever will bring in the most business with 
the least expense. While all of the advertising media 
that you name have their respective values, we are in 
clined to challenge anyone to deny that the most effec 
tive and economical advertising of watch repair service 
is to do really excellent repair work. Superior work 
makes ‘walking advertisements’ of some of one’s pa 
trons. ‘There are many persons who have had disap- 
pointing experience with poor repair work; when one of 
these finally finds a watchmaker who gives superior ser 
vice, that person is apt to talk about the good work and 
who did it, when he hears complaints about poor work 
suffered by others. This process spreads and multiplies, 
all without costing the good watchmaker a cent. The 
effectiveness of this sort of advertising is also in the fact 
that it is not you, but someone else who is telling how 
good you are, based upon experience of your presumably 
superior work. Of course, in addition to this, judi- 
ciously chosen advertising of other kinds can be em 
ployed, but we believe that good work is the best of all 
advertising for repair service; and it should underlie any 
of the other kinds if they are employed. 


— WORK 


watch, isn’t it OK to enlarge a screw by hammer- 
ing it to make it fit a worn hole or stripped thread? 
Mind you, I don’t recommend this for a fine watch, but 
still we must use common sense in earning a living. 
(Question No. 5359.) Y., Ine. 


For quick results, only on a cheap 


Answer—FEven on the cheapest of watches, we would 
certainly condemn any such botch work as hammering 
a screw to make it “stick” in a stripped thread. If the 
owner's idea of cheapness of work is so low that it 
would demand doing a job Jike this, then it would be 
more profitable to decline to repair that particular 


watch, because nothing but dissatisfaction and loss of 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


reputation can result from doing work such as your ques- 
tion suggests. 


OUBLE ROLLER—Please explain advantage and 

disadvantage, if any, in double roller compared with 
single roller in lever escapements. (Question No. 
5360.) A. C. 


Answer—In the double roller escapement, the diam- 
eter, hence the radius, of the safety roller is less than 
that of the roller in a single roller escapement. A given 
force applied through a short radius-lever will have less 
retarding effect on balance motion, than through a 
longer lever. When the safety action operates in a double 
roller escapement, the interference with the motion of 
the balance is less, because the shorter roller radius acts 
as a shorter leverage. The longer radius and leverage in 
the single roller increase the effect of interference with 
the balance motion whenever the safety action operates. 
This is the comparative mechanical disadvantage exist- 
ing in the single roller action. 

The occasional contact of guard-point with roller edge 
in either escapement is an “unavoidable evil”—but the 
less there is of effect from this, on the balance, the freer 
is the hairspring to control balance speed so as to pro- 
duce isochronism; in other words, the more “detached” 
is the escapement. 

Another advantage in the double roller type is that 
the intersection of the circles represented by (a) the 
edge of the double safety roller, and (b) the path of the 
guard point, is deeper in the double roller than in the 
single roller escapement; this greater intersection is an 
additional factor of safety when a double roller safety 
action happens to function; the shallower intersection in 
a single roller escapement, when the roller edge is mov- 
ing in the same direction as the fork will next move, 
tends the guard pin to “bind” and produce a severe in- 
terference. 

The only disadvantage in the double roller type is 
that an additional part, the safety roller, adds some to 
the cost of manufacturing; but whatever this may be it 
is much more than offset by the mechanical superiority 
of the double roller action. 
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OLDER—What is the best kind of solder for fasten- 
ing on dial feet? (Question No. 5362.) C. D. I. 


Answer—Bismuth solder, obtainable of all material 
dealers, is best for soldering dial feet to their bases, 
because it melts at a very low degree of heat, which 
lessens the risk of discoloring metal dials, or cracking 
enamel dials. 


INUTE HAND —I have a watch repair customer 
who brings his watch back several times a year 
with the minute hand off; it seems to fit tight enough, but 
this trouble keeps on happening. Is there anything you 
can advise about this? (Question No. 5363.) K., Ine. 


Answer—The two rather obvious causes would be 
either that there is not enough space between hour and 
minute hands, causing the minute hand to catch on the 
other and work off of its seat on the cannon pinion; or 
that the customer “fools” with his watch and gets the 
hand loosened; this may happen when one who is not a 
watchmaker sets the second-hand of his watch. But if 
one of these is not the cause, we believe you may find 
that the shoulder on the cannon pinion is not square but 
rounded in the corner; or that the length on which the 
hole in the hand fits is somewhat tapered instead of truly 


cylindrical in form. 


IAMOND TOOL-—~Is there anything not so expen- 

sive as a diamond tool, for truing up grinding 
wheels after mounting them in a lathe arbor? (Question 
No. 5364.) T. L. C. 

Answer—A broken piece of the same kind as the 
wheel to be trued may be used instead of a diamond tool, 
holding this piece against the rotating wheel in its arbor. 
It is not necessary even to use the same kind of material; 
a coarser grain of the same material, or a piece of an- 
other make of wheel, usually works quite well. There 
are so many types of these abrasive wheels, however, 
that we might be able to advise you more fully if you 
would write us about what make and grain the wheel is 
of, that is to be trued. 


ONNECTICUT CLOCK—On a Connecticut clock 
with wooden plates that came in for repairs, some 
of the pivot holes are bushed with what seems to be 
bone or ivory. One of these is worn badly. What do you 
advise for material for a new bushing? Must it be the 
same material as the original one? I don’t know where 
to get ivory, except some of this stuff used for modern 
toilet ware; would that do? (Question No. 5365.) 
AK. ¥.€, 

Answer—Make the bushing of brass; this would be 
more dependable even than bone or genuine ivory. The 
imitation ivory you mention would not do at all for a 
bushing; ingredients in it would quickly spoil oil applied 
to the pivot. 


LOCK DIAL REPAIRS—How can I make a re- 
pair on an old clock dial on which one of the num 

bers has lost the black filling out of the engraving? The 
dial ring is of brass, silver plated. (Question No. 5366.) 


a OE. 


Answer—Clean out all of the old filling, and paint 
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new black in the engraving, using asphaltum varnish 
applied with an artists’ camel-hair brush. Paint in a 
number of coats of the varnish if necessary, to fill the 


engraving to match the original filling in the other 
numerals. After the last coat has hardened, if the sur- 
face is noticeably more brilliant than the old enamel in 
the other numerals, it may be dulled by rubbing with a 
felt point dipped in emery. Originally these black fill- 
ings may have been melted black wax, which is a good 
method for doing all the numerals at one time, heating 
the dial-ring to melt the wax; but the method suggested 
above is better for repairing one numeral without dis- 
turbing the others. 


. SHELL—Would like to know any spe- 
cial trick there might be for soldering a broken thin 
silver ornamental back on an old tortoise-shell comb. 
The metal is so thin, I am afraid the edges will not have 
enough surface to make a strong joint for the solder; I 
also wish to know how to hold them together while solder- 
ing. (Question No. 5367.) T. O. T. 


Answer—Remove the silver from the comb by filing 
off the smallest heads on the rivets and pushing the 
rivets out with a punch. Clean the edges of the broken 
part; scrape a groove into a charcoal soldering block 
deep enough to hold the two pieces of silver firmly to- 
gether, and then charge the joint with borax flux on the 
inside and lay pieces of solder in the flux. Heat with 
blowpipe, so the solder melts to build up on the inside 
of the job. This will make a strong joint, free from 
surplus solder where it would be seen after replacing the 


silver piece on the comb. 


rnc DRIVE—What is meant by a tandem 
drive in a clock? (Question No. 5374.) O. T. 


Answer—A tandem-driven clock is one in which a 
single mainspring and barrel, or other power-plant, 
drives both the running and the striking trains of the 
clock. The advantage is less parts to manufacture; and 
one instead of two mainsprings to wind. But to what ex 
tent this simplification may be offset by the disadvantage 
of using the excessively strong mainspring, is a matter of 


opinion. 


PRACTICAL MODERN WATCHMAKING 
(From page 139) 


lator pins slightly open and the slow rates in the vertical 
positions as compared to the flat seem to bear this out. 
Also in the general case, if a watch has a zero rate when 
in the flat position and regulator pins are closed, the rate 
will be faster in the vertical positions than it would be 
if the regulator pins were open. 

The fundamental facts shown in this article concern- 
ing the effects of counterpoise are not given with the idea 
of teaching watchmakers how to counterpoise in order to 
produce good position rates, but just the opposite—they 
are given so that watchmakers may realize the disastrous 
results of the slightest poise error any place in the bal- 
ance and hairspring unit. When these counterpoise 
effects are properly understood much greater care will 
be exercised in the hairspring work and also in the work 
of truing and poising the balance wheel. 
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Special notice forms close 20th of 
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original letters of recommendations, 
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words, 5c. for each additional word; 
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STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





YOUNG MAN, 21, high school graduate, 
desires to make a change for better 
advancement. Address “H., 955,” care 
Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





YOUNG GIRL, 21, with knowledge of 
filing and typing, desires position with 
wholesale firm. Address “J., 1005,” 
care Jewelers’ Circular-Keystone 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 30 years’ experience: 
best references. Address “G., 1003,” 
care Jewelers’ Circular-Keystone 





I NAMELER, experienced on charging, 
firing, stoning, touching up, ete., de- 
sires position. Address “O., 1058," care 
Jewelers’ Circular-Keystone 





WATCHMAKER, 12 years’ experience at 
the bench; can do all clock and watch 
repairing; $25 per week. Address, J. 

Turner, R. 2, Box 67, Pink Hill, 


B. 
N. ¢ 





IXNPERIENCED watchmaker and _ en- 
graver, of middie age, wants perma- 
nent position: salary reasonable. Ad- 
dress “G., 1051,” care Jewelers’ Circu- 
lar-Keystone. 


SALESMAN, retail jewelry store, age 45, 
experience 28 years: knows how to buy 
diamonds and jewelry; past few years 
in Miami, Fla. Address “J., 982,” 
care Jewelers’ Circular-Keystone 





YOUNG MAN, age 19, with retail store 
selling experience, seeks position that 
will offer opportunity for a good future. 
Address “G., 1023," care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY DESIGNER with production 
experience; salesman on the floor and 
road; desires to change position; ex- 
cellent references. Address “D., 1028,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, many years’ experience, 
can take complete charge office or any 
type jewelry concern, wishes position 
with responsible firm. Address “C., 
999," care Jewelers’ Circular-Keystone. 





WATCHMAKER, store only, to do watch 
and other work wherever needed, espe- 
cially waiting on trade; Middlewest 
preferred. Address “A., 991,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge of office de- 
tail; 10 years’ experience in jewelry 
industry; excellent references. Address 
“L., 986," care Jewelers’ Circular- 
Keystone. 





SALESMAN seeks steady position; knows 
retail credit jewelry business from 
every angle; energetic credit man; can 
trim attractive windows. Address “‘J., 
983,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, American, 40, experi- 
enced on all grades of American and 
Swiss and complicated watches, desires 
permanent position. Address ‘“P., 936,” 
care Jewelers’ Circular-Keystone. 





JEWELER, experienced on hand made 
gold and platinum work, wishes posi- 
tion outside of New York City; Al ref- 
erences. Address a 931,” care 
Jewelers’ Circular-Keystone. 





SUPERB SALESMAN on diamonds and 
watches; for prominent credit store; 
of clean character; enviable experi- 
ence; highest possible production guar- 
unteed. Address “N., 1057,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, seven years’ experience in 
wholesale mail order house, desires 
position with wholesale jewelry, silver 
or watch concern; finest references 
Address ‘H., 1047,” care Jewelers’ Cir- 
cular-Keystone. 





FIRST CLASS jeweler, sample maker, 
good all around worker, wants perma- 
nent position with reliable firm; New 
York City preferred. Address “K., 
1034,” care Jewelers’ Circular-Key- 
stone. 





MANAGER credit jewelry store; com- 
plete charge; exceptionally fine record; 
employed same capacity at present; 
desires change for personal reasons; 
age 35; married. Address “F., 1030,” 
care Jewelers’ Circular-Keystone. 





JEWELRY sample maker of ability, spe- 
cializing mountings and rings, able to 
produce the new and original, desires 
position New York City or Newark 
only. Address “S., 1012,” care Jewel- 
ers’ Circular-Keystone, 





SNGRAVER and _ business woman, 15 
years’ experience, desires three hours 
work mornings and _ selling jewelry 
afternoons; department or jewelry 
store. Address “H., 1004,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER and ciock repairer: 30 
vears’ experience on railroad grades 
and wrist watches: 48 years old: mar- 
ried: Wisconsin certificate of registra- 
tion. James W. Alvey, 163 Ethel St., 
Wausau, Wis. 





CAPABLE young man, thoroughly ex- 
perienced in order department, stock 
and buying, desires position with whole- 
sale watch or jewelry concern; excel- 
lent references. Address “P., 990,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, 10 years’ experience 
wholesale, costume, manufacturing jew- 
elry production, order department, 
showroom; executive ability; seeks re- 
sponsible position. Address ‘O., 989,” 
care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, 34, thoroughly ex- 
perienced, capable promotion man, ex- 
cellent credentials; available for better 
type progressive retailer; New York 
City, vicinity. Address ‘‘N., 988,’ care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, experienced in handling 
diamonds, colored stones, pearls and 
other jewelry, desires advantageous po- 
sition in New York or vicinity. Ad- 
dress “M., 987,” care Jewelers’ Circu- 
lar-Keystone 





CASTER; high pressure system, three 
years’ experience, rubber moulds; gold, 
platinum castings; best qualifications ; 
references; presently employed, wishes 
change. Address “K., 985,’ care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, young man, married, thor- 
oughly experienced retail credit store, 
wishes to make change to progressive 
concern; industrious worker; excellent 
references. Address “W., 1018,” care 
Jewelers’ Circular-Keystone. 





JEWELER, experienced, hand-made jew- 
elry, platinum and gold; wishes perma- 
nent position with well established 
firm; genuine opportunity outside New 
York considered. Address “T., 1016,” 
care Jewelers’ Circular-Keystone. 





CREDIT MANAGER, married, now em- 
ployed by large successful organization ; 
available after January 1; proven con- 
structive ability, also knowledge of sell- 
ing and displays. Address “C., 941,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, thoroughly experienced, 
2 years in first class stores; bench 
work only in large stores; present po- 
sition 12 years; married, age 50; East 
or Florida; salary $55. Address “S., 
938,” care Jewelers’ Circular-Keystone. 





EXECUTIVE credit manager and li- 
censed practicing attorney; several 
years’ credit jewelry chain store ex- 
perience; moderate starting’ salary, 
provided position has opportunity. Ad- 
dress “A., 958," care Jewelers’ Circu- 
lar-Keystone. 





PERSONABLE young man with 12 
years’ experience in jewelry trade, 
buying and selling knowledge, desires 
position with large diamond jewelry 
concern; will travel if necessary; ex- 
cellent references. Address “B., 964,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 15 years’ experience 
with better stores, desires permanent 
position as manager repair department: 
excellent references as to character and 
workmanship: South preferred. Address 
“K., 637,” care Jewelers’ Circular-Key- 
stone. 
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COMPETENT watchmaker desires posi- 
tion with reputable store; 15 years’ ex- 
perience as manager repair depart- 
ment; excellent references; possibility 
of junior partnership desirable; south 
preferred. Address “C., 687,” care 
Jewelers’ Circular-Keystone. 


STORE MANAGER: admirably equipped ; 
assume full responsibility large volume 
installment business; interested only 
hearing from highly rated organiza 
tion; location immaterial. Address “P., 
1011,” care Jewelers’ Circular-Key- 
stone 


IXPERT Swiss and R. R. watchmaker, 
25 years’ experience, good appearance ; 
capable assuming charge of watch re 
pair department; employed at present, 


desires to make change good refer 
ences. Address ‘“‘M., 1008,” care Jewel 
ers’ Circular-Keystone. 

YOUNG MAN, capable, honest, depend- 


able, seeks employment with opportu- 


nity; over 10 years’ experience with 
wholesale, retail and credit trade; New 
York City and vicinity only. Address 


“RP. 866,” 
stone. 


care Jewelers’ Circular-Key- 


A-1 DIAMOND SETTER, jeweler, can do 
most special order work, experienced 
on clocks and second watchmaker, de- 
sires permanent connection with relia- 
ble store; South preferred; 36 years 
old; married; have family Address 
“H., 1052,” care Jewelers’ Circular 
Keystone 


FIRST CLASS diamond setter, and 
specialist on all kinds of stone set- 
tings as well as engraving; Gentile; 
37 years old, single; wants perma- 
nent position with small ring manu- 
facturing establishment in Sea Coast 
City. Address “L., 1055,” care of 
Jewelers’ Circular-Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad 
watches; 25 years’ experience, foreign 
and American; recommendations fur- 
nished. Address “L., 934,” care 
Jewelers’ Circular-Keystone 


EXECUTIVE POSITION wanted; now 
employed as manager for the past 18 
years with credit jewelry chain; thor- 
ough knowledge of diamonds; capable 
of taking full charge of credits: salary 
and bonus or commission on business 
done. Address “M., 1036,” care Jewel- 
ers’ Circular-Keystone 


SHOULD YOU be desirous of obtaining 
an engraver qualified to meet the re- 
quirements (in every detail) of a high 
calibre organization, such as yours, I 
am at your service; you're seeking me, 
I’m seeking you; can we get together? 
Address “B., 1025," care Jewelers’ Cir- 
cular-Keystone 


YOUNG LADY, 35 years of age, fully 
experienced in credit jewelry store: 
last 15 years with same employer; well 
experienced in charge of credits, also 
capable of handling sales; employed at 
present, but desirous of making a 
change; will go anywhere; salary $40 
per week. Address “D., 1000," care 
Jewelers’ Circular-Keystone 

CERTIFIED watchmaker desires to make 
a change; wants permanent position 
prefers Southern States; age 28, 
married; 12 years’ experience, railroad 
and other high grade watches; capable 
taking charge of repair department; 


stone setting, ring, jewelry and clock 
repairing, plain engraving; salary $50 
references. Address “E., 1042,” care 


Jewelers’ Circular-Keystone 


| 





CREDIT STORE manager; young lady, 
age 27, now employed, desires change ; 
thorough knowledge of modern install 


ment jewelry store selling and chain 
store methods of operating; capable ot 
taking complete charge, sales, credits, 


windows, advertising and 
Address “D., 967,” 
Circular-Keystone 


collections, 
promotional 
care Jewelers 


ideas 


covered the Soutl 
West call 


install 


SALESMAN, who 
Southwest, East and Middle 
ing on wholesalers and chain 


ment concerns, with mountings, wed 
ding rings and engraved rings, desire 
permanent connection; can furnish best 
of references a to character and al 

ity; will consider offer selling to reta 
stores als Address “R 1014," care 


Jewelers’ Circular-Keystone 


FINE 
pean training, 
ence in I Ss. A able on the finest, 
medium and very small watches, spe 
cialties, repeaters, timing 

for store, shop or 


WATCHMAKER, age 51, Euro 
long vears of exper!l- 


etc ciose 


dependable factory 
inventor and patentee of a device 
ervice o1 mall seale, but very su 


cessful; it preserves the oil in wri 

watches from deterioration, make the 
movement free of dust, air, lint nd 
moisture, even perspiration of the 
wrist, from the danger point, the sten 
opening, and adds numerous other vital 
perfections; fitted to any new or old 
watch in need, also to fine diamond 
wrist watches; open for a better pos 

tion, whether or not interested in de 
veloping the patent. Address “F., 972,’ 
care Jewelers’ Circular-Keystone 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN, with car, established trade, 
calling on jewelry stores in California, 
desires side lines; references furnished 
Address “F., 813,” care Jewelers’ Cir- 
cular-Keystone. 


SALESMAN with 
obbers in New 


following among the 
York and East 
now handling a leading line, desires 
one additional side line Address ‘“‘\ 
1017," care Jewelers’ Circular-Keystone 


leading 





SALESMAN with excellent following 
covering New York City, Philadelphia, 
Baltimore Washington and New E 
land, desires Side line 
furnished. Address “K., 1054,” care 
Jewelers’ Circular-Keystone 





references 


SALESMAN, Chicago headquarters; 20 
years following, selling diamonds, 
mountings, large cities, entire country, 
desires connections; dependable houses 
only Address “Circular 1317," Roon 
1415, Heyworth Bldg., Chicago. 





SALESMAN calling on jewelers, depart 
ment stores, ete., desires lines; travel- 
ing Mid-west by car exclusive of Chi 

motion items especially Ad 
1010," care Jewelers’ Circu 

lar-Keystone 





cago pre 


dress “O., 





SALES representative with offices ios 
Angeles, wants sole representation for 
Pacific Coast for distinctive line; com- 
mission rated reliable manu- 
facturers are invited to write Address 
“E. 1029," care Jewelers Circular 
Keystone 


basis 


SALESMAN with Chicago office, 
manufacturer’s line; calling o1 the 
wholesale jewelers and watch materials 
jobbers territory covering entire 
South, Middle West and West Coast 
commission basis only; can _ furnish 
best of references Address “Circulat 

Room 1415, Heyworth Bldg 


desires 





A SUCCESSFUL and well rated Pacific 
Coast wholesale firm is interested, on a 
jobbing ba in complete lines of gold 
and platinum mountings, 
rings, watches and gold novelties, for 
exclusive distribution in this territory ; 
our representative will be in New York 
in January Address “C., 1040,” care 
Jewelers’ Circular-Keystone 








stone set 








PACIFIC COAST sales organization 
with showrooms in Los Angeles 
open for outstanding line of cos- 
tume jewelry and novelties for de- 
partment stores and jobbers: will 
be in New York in December for 
interviews. Address “N., 1009.” 
eare Jewelers’ Circular-Keystone. 


WELL KNOWN salesman ope for ma 
ufacturer’s line of plated hollowwars 
sterling toilet ware and novelties or 


kindred line; established following 
jewelry stores, department stores and 
gift shops: New York City Philadel- 


phia, Baltimore, Washington, Richmond 
Norfolk and intermediate towns Ad 
dress “M., 930,” care Jewelers’ Cir 
lar-Kevystone 

Pann acm 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN to carry gold and platinur 


wedding ring line, also fine ster 
silver line commission basis Adare 
“M., 1038,’ eare Jewelers’ Circular 


Keystone 


SALESMEN, experienced, to carry manu 
facturer’s complete line of gold wedding 
rings, covering the South, Middlewest 
or the East Address “E., 1001,” care 
Jewelers’ Circular-Keystone 


FAST SELLING leather novelty, esp 
cially good for soldiers and college 
boys liberal commissior basis re 
cently trade marked territories 


available. Address Box 568, Hatties 


burg, Miss 


SALESMAN WANTED calling on jobbers 
and large retail users through the Mid 
dlewest to start January, 1942 con 
plete line of engraved wedding rings 
Address “G., 926,” Jewelers’ Cit 
cular-Keystone 


care 


MANUFACTURER specializing in gent 
mountings, salesman 
Middlewest line s extensive and up 


seeks covering 





to-date only high-gr r g 
to jobbe rs and bi A < 
gi © 998," care Jewelers’ Circular 


Keystone 


SALESMEN to carry outstanding line of 
leather watch bands, covering Middle 
West, South and Texas, calling on the 
better jewelers and department stores 

give full particulars 


Jewelers’ Cir 


commission basis 
Address “S., 1015," care 


cular-Keystone 





Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 











SALESMAN with store following, to sell 
fine leather watch straps. Address “D 
923.” care Jewelers’ Circular-Keystone 


JEWELERS WANTED for new and 


pair work ; steady positions yea 
round Orkin Jewelry Manufacturing 
Co., Dallas, Texas 


JEWELER wanted with factory exp 
ence, who is able t do his ow et 
ting; $1.25 per hour Address M 
161," care Jewelers’ Circular-Keysto! 

ntinucd f 44 
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Special Notices 
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HELP WANTED—Continued 











JEWELER die maker wanted who is able 
to do jewelry work; extra fine place 
to work. Address “A., 962,” care Jewel- 
ers’ Circular-Keystone. 





DIAMOND SETTER wanted who is able 
to do platinum work and also capable 
of assisting in managing. Address “O., 
963,” care Jewelers’ Circular-Keystone. 








WATCHMAKERS, experienced on_ re- 
building watches, earrings, $75 weekly : 
steady job year ‘round. Joseph Zablin 
& Co., 740 Sansom St., Philadelphia, Pa 


WANTED, watchmaker experienced on 
all kinds of watches; steady position, 
$45 per week: wire or write. P. O. Box 
405, Savannah, Ga. 





WATCHMAKER; for Fifth Ave., New 
York jewelry store; only first class 
man of fine ability and experience need 
apply. Address “D., 946,’ care Jewelers’ 
Circular-Keystone. 


WATCHMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Address 
“K., 819,” care Jewelers’ Circular- 
Keystone. 





CAST RING filers; must be able to 
earn not less than 75c an hour; fac- 
tory located in Middlewest; steady 
work the year around. Address “D., 
772,” care Jewelers’ Circular-Key- 
stone. 


JUNIOR WATCHMAKER; young man 
with some knowledge of watch repairs 
to make himself generally useful in 
watch shop of Fifth Avenue New York 
jewelry store. Address “F., 947,” care 
Jewelers’ Circular-Keystone. 





WANTED, first class watchmaker; good 
pay and good working conditions; per- 
manent. C. A. Schnack Jewelry Co., 
Alexandria, La. 


WANTED, a craftsman capable of mak- 
ing rings, pins, ete., from silver and 
gold. Apply, Roadside Craftsmen, East 
Bloomfield, N. Y 





JEWELER to do special order gold work; 
must be fast and good workman: per- 
manent position: union shop. Meyer 
Jewelry Co., Kansas City, Mo. 





WANTED, jewelry repair and special or- 
der men for trade shop; permanent po- 
sitions. Chas. F. Damm, Inc., 703 Main 
St., Buffalo, N. Y. 





WATCHMAKER and salesman, $40 week 
to start; 30 miles from Cleveland, Ohio 
references. Address “E., 924,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER and light jewelry re- 
pairer desired for a new store to be 
opened in August; permanent position ; 
state age, salary and experience. May 
Co., 2 Main St., Hempstead, L. I., N. Y. 





YOUNG MAN to keep jewelry stock in 
order and make himself generally use- 
ful, in retail store. Address “N. Y., 
1045,” care Jewelers’ Circular-Key- 
stone. 





WANTED, experienced lettering and 
monogramming engraver for. entire 
month of December; will pay transpor- 
tation and $50 per week. Address “D., 
943,” care Jewelers’ Circular-Keystone. 





WATCHMAKERS to work in Post Ex- 
changes, Camp Shelby, Miss.; liberal 
commission basis; must furnish own 
tools; plenty work; fair prices. Address 
Box 568, Hattiesburg, Miss. 





SALESMAN wanted; established follow- 
ing among better retailers on the coast: 
small line of unusual ladies’ stone 
rings. Address “R., 937," care Jewelers’ 
Circular-Keystone. 





SALESMAN, experienced; window trim- 
mer; credit jewelry store New York 
City; willing worker; steady position. 
Address “L., 1007,” care Jewelers’ 
Circular-Keystone. 


WANTED AT ONCE, a watchmaker who 
is a high class mechanic, for a front 
end position, with good personality and 
capable of assuming responsibility; 
good salary. Address ‘“H., 1032,” care 
Jewelers’ Circular-Keystone. 





WANTED, salesman and manager; man 
with experience in window trimming 
and selling; one of sound business 
judgment and capable of taking full 
charge. W. D. Pharmer Co., Pittsfield, 
Mass 





JEWELER; gold work repairs and some 
special orders; steady year round job 
open to right man; top salary; write 
at once. Louis Bassler Co., Inc., Fifth 
lloor Occidental Bldg., Indianapolis, 
Ind. 





WATCH REPAIR estimator ; good oppor- 
tunity and steady position for qualified 
man in watch repair department to take 
in watch repair work and give esti- 
mates; must be watchmaker. Rost 
Jewelry Co., Indianapolis, Ind. 





WANTED, watchmaker ; experienced, 
take complete charge of department: 
ideally situated, central North Carolina, 
city: state age, experience, reference 
and salary expected. Address ‘‘N., 935,” 
care Jewelers’ Circular-Keystone. 





WANTED, experienced watchmaker; per- 
manent position, good salary; one 
capable of doing light jewelry repairs; 
give details and experience. Address 
“J., 928,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER wanted at once; rail- 
road inspection, some plain engraving, 
light jewelry repairing; state age and 
salary expected: permanent: South- 
west. Address “J., 956,” care Jewelers’ 
Circular-Keystone, 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321," care Jewelers’ Cir- 
cular-Keystone. 





JEWELER wanted for special order 
work and having knowledge of creat- 
ing new models; $1.10 per hour to 
start; give information in detail. Ad- 
dress “M., 960,” care Jewelers’ Circu- 
lar-Keystone. 





FIRST CLASS letter and monogram en- 
graver; steady position (not Christmas 
job) ; send samples; state full particu- 
lars. J. Jessop & Sons, 1041 Fifth Ave., 
San Diego, Calif. 





WATCHMAKER, capable of high grade 
work on all grades and sizes, by fine 
retail store; permanent; located North 
Eastern Pennsylvania. Birkett-Jewel- 
er, Carbondale, Pa. 








BENCHMAN with some experience in ad- 
justing, for dispensing store in New 
York State; give complete details about 
yourself and salary expected in your 


first letter. Address “B., 969," care 
Jewelers’ Circular-Keystone. 





WANTED, first class watchmaker who 
is capable of the finest type of 
work; please state wages, descrip- 
tion and references in first letter. 
Rogers & Co., 15 S. High St., Co- 
lumbus, Ohio. 





ENGRAVER, first class letter man; if 
experienced in shop work so much 
the better; salary $2400 or more; 
steady employment for a good man. 
Jewelers Engraving Co., 220 W. 
‘ifth St., Los Angeles. 


WATCHMAKER and engraver, first 
class mechanic of years’ experi- 
ence; permanent position in store 
established nearly 50 years; only 
those trained to do first class work 
need apply. W. F. Sellers Co., Al- 
toona, Pa. 








WATCHMAKER who can handle general 
run of repairing reasonably fast; no 
jewelry or clock work; permanent po- 
sition; pleasant front shop working 
conditions; state qualifications fully in 
first letter; salary $50. Edw. Schirner, 
237 Huron St., Toledo, Ohio. 





WANTED, a watchmaker who can do 
light jewelry repairing and plain en- 
graving, who has sales experience; an 
opportunity for a man who wants to 
settle in a good position. Address “‘J., 
1033,” care Jewelers’ Circular-Kkey- 
stone. 





HAVE OPENING for expert watchmaker, 
as well as junior watchmaker, on a 
steady basis: good salary, permanent 
position; write, Friedman’s Jewelers, 
Savannah, Ga., giving full details as to 
the type work you do, experience and 
references, 





SALESMAN wanted; manufacturer of 
popular priced line silver and chromi- 
um plated hollowware, electric appli- 
ances, is open for representation for 
complete Southern territory. Address 
“G., 950,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, must be good mechanic 
for permanent job, in pleasant sur- 
roundings; good pay, air-conditioned 
store; long established firm, principal 
street; best type of work only; must 
have own tools and furnish references. 
Gabriel's, 213 Dauphin St., Mobile, Ala. 





WATCHMAKER, Virginia; experienced 
first class man; comfortable, pleasant 
surroundings; good grade work; posi- 
tion permanent, fine store; age, salary, 
references, first letter. Address “L., 
1035,” care Jewelers’  Circular-Key- 
stone. 





EXPERIENCED diamond setter and 
jewelry repairman; prefer one who can 
do nice all around new work in gold, 
but not absolutely necessary to get this 
job; start $1 per hour; $1.25 to $1.50 
to exceptional workman. Address “K., 
1006,” care Jewelers’ Circular-Keystone. 





SALESMEN WANTED; we have open- 
ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922," care 
Jewelers’ Circular-Keystone. 
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HELP WANTED—Continued 








WATCHMAKER, with successful selling 
experience; steady position and ad- 
vancement; state salary expected, age, 
married or single and business exper!- 
ence; satisfactory references will be 
required from successful applicant. H. 
H. Blase, 64 S. Main St., Wilkes-Barre, 
Pa. 





WATCHMAKER, experienced repairing 
stop watches, wrist chronographs, 
wanted by New York City firm; only 
those trained in this type work need 
answer; good salary; year round 
work; write full particulars. Address 
“G., 1044,” care Jewelers’ Circular- 
Keystone. 





WANTED, experienced credit jewelry 
store salesman, permanent, with oppor- 
tunity of advancement for right man 
with knowledge of the credit jewelry 
business in every phase; write full par- 
ticulars, references, salery expected 
Address ‘“H., 927,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, first class watchmaker to 
take complete charge of repair de- 
partment; must be neat appearing, 
efficient, with pleasant personality; 
salary to start, $50 per week; send 
complete information to Jack Ger- 
son, 200 E. Washington St., New 
Castle, Pa. 





leading New 
jewelry, 


SALESMAN wanted by 
York manufacturer costume 
imitation pearls, ete., for Iowa, Mis- 
souri, Minnesota, North and South 
Dakota; experienced man calling on 
jewelers, department stores, gift shops, 
etc.; car required; commission basis. 
Address “E., 975,” care Jewelers’ Cir- 
cular-Keystone. 


SALESMAN wanted, experienced 
salesman with following for old 
established, well known concern 
medium priced platinum and gold 
diamond mounted jewelry, to cover 
Middle West, Coast and Texas; re- 


plies confidential. Address “F., 
1043,” care Jewelers’ Circular- 
Keystone. 





FOREMAN, by well known manufacturer 
of stone-set and fine enameled emblem 
rings; located west of Pittsburgh: 
should be American, 35 to 40 years of 
age and have a thorough knowledge of 
this phase of the business; good salary 
and excellent opportunity for capable 
man; all replies held in strict con- 
fidence. Address “C., 796," care Jewel- 
ers’ Circular-Keystone. 





BUSCH & SONS offer a splendid oppor- 
tunity to a high grade salesman with 
initiative and ability to absorb advice 
and determination to make good; re- 
munerative advancement is assured the 
right man; this is an old established 
firm with a progressive and active pro- 
gram; write for an interview stating 
experience, qualifications, ete. 875 
Broad St., Newark, N. J. 


A-1 JEWELER, diamond setter; long 
established Ohio shop; 48 hour 
week; time and one-half over 40 
hours; not a holiday or wartime job; 
lifetime position for highly skilled 
combination man with real produc- 
tive ability; give full particulars, 
references, wages expected, first 
letter. Address “L., 648,” care 
Jewelers’ Circular-Keystone. 





WANTED, experienced jewelry salesman 
January 1, for the Pacific Coast terri- 
tory ; splendid opportunity for one vell 
established in this territory, to carry 
a complete line of fine diamond mount- 
ings and Zircon rings; possibilities are 
unlimited ; drawing account basis: give 
full particulars in first letter. Address 
“A., 1039,” care Jewelers’ Circular- 
Keystone. 





LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in _ today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 

Chicago, Ill. 





MANAGER salesman, age 25 to 40, capa 


ble of taking entire charge of store; 
familiar with credit sales and_ full 
knowledge of merchandise; permanent 


position, excellent salary; one year 
guaranteed contract; in replying ad- 
vise present and past employment, en- 
close photograph and salary desired; 
only applicants living near Detroit and 
able to come for an interview need ap- 
ply. Rose Jewelry Co., 2011 Park Ave 
Detroit, Mich. 


needs watchmakers to qual- 
ify as aircraft instrument technicians; 
hundreds of good paying permanent 
Civil Service positions going begging— 
in instrument departments of Army 
and Navy aircraft maintenance bases 
our six months’ training allowed as 
complete substitution for two years’ ac 
tual experience required; busy expand 
ing airlines, aircraft plants, and _ in- 
strument manufacturers also calling 
for more technicians than we can sup- 
ply: for details on this profitable life- 
time profession, write American School 
of Aircraft Instruments, Dept. J-11, 
3903 San Fernando Road, Glendale, 


Calif. 


AVIATION 





For Hale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 











DESIRABLE store for watchmaker: re 
pair trade amounts to at least $250 
per month; in New York City: if in 
terested, Write “P., 1013,” care Jewel- 

ers’ Circular-Keystone. 





WONDERFUL opportunity; same loca- 
tion 30 years; thriving city: best local 
section; most desirable site: reasons 
Address “T.., 932," care Jewelers’ Cir 
cular-Keystone. 





JEWELRY TRADE and retail shop, near 
all the large stores in the heart of 
New York City; with or without stock; 
reason for selling, too much work to 
handle, two places; if interested write 
“H., 980," care Jewelers‘ Circular- 
Keystone 





making 
working 


rOR SALE, jewelry store, 
money: three watchmakers 
every day: good chance to expand 
more; in the middle of the biggest 
army center in the country. J. T 
Anderson, 393 Navarro St., San An- 
tonio, Texas. 


FOR SALE, jewelry store stock and fix- 
tures, in a live town in Eastern Oregon, 
3700 population; good business: must 
sell on account of death of husband; 
will make price attractive for cash. 
Address “D., 1041,” care Jewelers’ Cir- 
cular-Keystone. 


SMALL jewelry store, East Side Mid- 
Manhattan; low rent; excellent clien- 
tele; good prices charged for repairs; 
wonderful opportunity for a good 
watchmaker; will sell with or without 
small stock; reasons for selling, going 


into defense work. Address “J., 1048, 
care Jewelers’ Circular-Keystone 
KOR SALE, wide awake jewelry store 


und gift shop in college town of 3000; 
yearly gross income, $10,000; can build 
repair to $300 monthly; rent low, live 
tbove; no real competition; new, clean 
merchandise; will sell merchandise, 
fixtures, neon sign and materials for 
$5,350 cash; poor health reason for 
no auctioneers need apply. Ad- 
care Jewelers’ Circu- 








change 
dress “B., 993,’ 


lar-Keystone. 





OLD ESTABLISHED jewelry business 
for sale after January 1, in New 
Bloomfield, Pa., County seat of Perry 
County : no opposition ; nice lea 
town; large rich farming community 
to draw from, Carson Long Military 
School 200 boys; sales good, large re 
pair trade; investment small; over- 


the chance of a lifetime for 
owners retiring Write 
New Bloomfield, P: 


head low; 
a young man; 
to Elmer 8. Loy, 


MANUFACTURING and trade 
shop, established 25 years, doing ap- 
preximately $50,000 yearly business, 
over 3000 retail jewelers to draw from; 
this business can be doubled in a short 
time; one man can net $12,000 to $15,- 


jeweler 


000 yearly, two men $8,000 or more 
yearly; owing to death of partner it 
is imperative this business must be 


sold; this is a going business and will 
bear closest investigation; no competi- 





tion for 500 miles; $10,000 cash; avail- 
able February 1; correspondence in- 
vited. Address “C., 922,” care Jewelers’ 


Circular-Keystone. 





JEWELRY STORE established 14 
years, city of 8,000. Northern Okla- 
homa; $35 monthly rental, best lo- 
cation in city; large safe, floor and 
wall cases and other fixtures; 
fair size stock of material; all re- 
pair work one man can take care 
of; Santa Fe watch inspection; $10,- 

000 annual sales volume; $150,- 

| 000 monthly pay roll; I have made 

enough to retire and devote my time 
to my farm; $1,375 takes all; half 
cash, balance in secured notes. Ad- 
dress “C., 966.” care Jewelers’ Cir- 
cular-Keystone. 

















For Sale. 


Tools, Equipments. Merchandise 
Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 











ZIRCONS: brilliant first quality blue or 
} write; mounted or loose: fair prices: 
} write for catalogue. Address P. 


Box 388-Y, Wheeling, W. Va. 





FOR SALE, new Elgin Ships chronome- 
ter. Address, Thomas J. Juzek, Elgin, 
Tl. 





3000 RING BOXES plastic: 100 
Hold-on clutches; 300 trays, with cov- 
ers to hold one, two, three dozen rings 
Pollack, 95 Bowery, New York 


gross 





GUARANTEED rebuilt American watches 
in new cases; send for price list. Stand- 
ard Watch Service, 146 Fifth Ave., New 
York City. 








(Continued on page 146) 
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Special Notices 
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FOR SALE—Continued 








COMPLETE SET of fixtures and safes 
for sale, delivered on or before Janu- 
ary 1, 1942. Lerner Jewelry Co., Inc., 
Meridian, Miss. 





JALENKO $395 casting machine almost 
new, in use a very short time, for 
$300. Stern Manufacturing Co., 407 
Mulberry St., Newark, N. J. 








FOR SALE, about two dozen original 
wedding and single stone ring dies; 
reasonable. Room 803, 87 Nassau St., 
New York City. 


SET WATCHMAKER’S tools, with lathe, 
Hamilton bench motor and Restaff; 
send for list. J. R. Binder, 2540 Har- 
riet Ave., Minneapolis, Minn. 





FOR SALE, five wall cases, connected in 
line, totaling 38 feet; one 10 foot show 
case; mahogany finish; also Paulson 
watch cleaning machine. Dr. V. H. 
Mewborn, Tarboro, N. C. 





WATCHMAKER’S outfit invoicing $411; 
most tools only slightly used; includes 
like-new lathe, good bench, etc., price 
$210. L. Bryant, 914 Chestnut, McKin- 
ney, Texas. 





COMPLETE SET of watchmaker’s tools, 
in black walnut bench, with glass dust 
proof top; everything in new condition ; 
inventories over $1,000; will sacrifice 
for $400. Adolph Soltner, care White 
House Department Store, El Paso, Tex. 





STORE AND SHOWROOM display cases, 
counters, tables, suitable for silver- 
ware, jewelry, gift departments; also 
panelled office partitions; excellent con- 
dition; sacrifice. Inquire, National 
Silver Co., 61 W. 23rd St., New York 
City. 


ART JEWELERS price cards, artistic, 
original and attractive; made of the 
finest stock and material; will out- 
last any other cards for freshness 
and appearance; Dauer Printing 
Company, America’s foremost price 
eard manufacturers, manufacturing 
Stationers, printers; complete credit 
forms; ring holders, card racks and 
easels, 31 E. 22nd St., New York 


City. Write for samples now. 











‘ASH ONLY; a clean lot (six dozen) 
new and reconditioned watches, seven 
and 15 jewels, Swiss movements, new 
case and dial; ladies’ wrist and men’s 
strap watches; some pocket watches; 
three repeaters, 36 jewels; one minute 
repeater, 18 K gold hunting case, 16 
size; one quarter, 4K, 12 size; one 
sterling silver open face; two chronom- 
eters, English and Longines, in very 
good condition: for further information 
address “F., 977,” care Jewelers’ Cir- 
cular-Keystone. 


~ 








Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 107. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 


WANTED TO BUY antique gold jewelry 
bracelets, lockets, earrings, rings, large 
genuine old amethysts, topaz and 
garnets; cash by return mail. LeBijou, 
1396 Sixth Ave.. New York City, N. Y. 





FOR SALE, half interest, well located 
jewelry store, Manhattan; good oppor- 
tunity for watchmaker. Address ‘'M., 
1056,” care Jewelers’ Circular-Key- 
Keystone. 


HIGHEST PRICES paid watchmaker’s 
lathes, benches and material; jewelry, 
machinery, scales, stores and factories ; 
optical tools, machinery and_ supplies. 
Pollack, 95 Bowery, New York. 





DIAMONDS, colored stones, watches, jew- 
elry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 





VICTORY Knit Ring, just patented; 
highly meritorious, attractive finger 
ring for improvement of knitting; wide 
sales appeal; available for manufac- 
ture, or manufacture and distribution. 
Address “A., 1059,’’ care Jewelers’ Cir- 
cular-Keystone. 





ENGRAVER, no liquor head, can es- 
tablish engraving trade shop in 
large Southern City, and make as 
much money as he wants. Address 
*A., 1021,” care Jewelers’ Circular- 
Keystone. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
New York. Telephone Bowling Green 
9-7151. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade _ references. 18 
Tremont St., Boston, Mass. 





JACK M. WERST pays more for your 
surplus diamonds, jewelry, estates, 
old gold and entire stocks and fix- 
tures; bank and other references 
furnished ; a trial will convince you. 
Miami Savings Bldg., Entire 2n4 
floor, Dayton, Ohio. Adams 8246. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





A PRECISION bench lathe in good con- 
dition; advise condition fully with 
price. Address “D., 564,” care Jewel- 
ers’ Circular-Keystone. 


WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 





WOULD LIKE to contact jeweler or 
manufacturer who is willing to sell 
old ring models for rubber mould cast- 
ing process, to Canadian manufacturer. 
Address “J., 1053,” care Jewelers’ Cir- 
cular-Keystone, 





COLLAR BUTTONS WANTED, cuff- 
links, broken jewelry, broken chrome 
bands, findings, stones, odds and ends, 
dead stock of jewelry, emblems, stick- 
pins, etc.; check sent promptly. B. 
Lowe, Box 525, Chicago, IIl. 





WANTED; I want to buy an estab- 
lished store of best reputation in 
town of 50,000 to 100,000 popula- 
tion located New England States, 
New York, New Jersey, Pennsyl- 
vania or Ohio; net worth $10,000 
to $20,000; here is a real oppor- 
tunity for someone who wants to 
retire and see his business carried 
on in an aggressive, honest manner 
by a man of highest ideals and sin- 
cerity, well known in the jewelry 
industry. Address “A., 1049,” care 
Jewelers’ Circular-Keystone. 








Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





RELIABLE watch repairing for the trade 
since 1921; efficient, dependable; mail 
service. Standard Watch Service, 146 
Fifth Ave., New York City. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 





SELECT ACCOUNTS; excellent work- 
manship; chronograph work; _ refer- 
ences on request; estimates whenever 
desired; large Swiss material stock; 
prompt mail service. South West Watch 
Laboratory, 1011 N. Campbell St., El 
Paso, Tex. 





ONE or several watchmaker’s lathes, need 
not be complete; give complete de- 
scription and price. Address “B., 563,” 
care Jewelers’ Circular-Keystone. 





WANTED, used lathe complete with 
chucks, good condition; state price and 
make in first letter. Friedman’s Jewel- 
ers, Savannah, Ga. 





WANTED, New Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address “C., 
1027,” care Jewelers’ Circular-Keystone. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 
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To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








DESIRABLE space for diamond setter, 
engraver or dealer; private room, with 
two windows and someone always in 
attendance. Room 1206, 10 W. 47th 
St., New York. 





MIAMI, FLA., for lease, store 15 x 50 on 
East Flagler St., ideal location for 
jewelry ; newly installed modern front; 
fluorescent lighting. Louis Lober (own- 
er), 30 Broad St., New York 





ATTENTION jewelers; still available, a 
few choice concessions in our newly 
renovated busy exchange; dandy day- 
light work space; fine proposition for 
luncheonette; act quickly; also second 
floor front with corner north light 
windows. 47th Street Diamond Center, 
54 W. 47th St., New York City 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Blidg., St. 
Louis, Mo. 


D. FERGUS & CoO., Mfg. Jewelers, 5 S. 
Wabash, Chicago; expert jewelry re- 
pairing, diamond setting, engraving, 
special order work, antique jewelry re- 
produced; special attention given to 
out-of-town accounts. 





DIAMOND SETTING work at mod- 
erate prices; excellent workman- 
ship, prompt mail service; refer- 
ences furnished. Stanziale & Ma- 
rino, Diamond Setters, 71 Nassau 
St... New York City, Cortlandt 
7-1815. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 





WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 





Books. _ that will 


help your business. . 


| RESENTING a group of books written in an 


interesting, instructive and authoritative manner on 
such pertinent subjects as gems, watches, clocks, silver- 
ware, jewelry making and repairing, engraving, plating 


and enameling. 


All prices net—no accounts opened for book purchases. 
No books sent on approval. Prices subject to change without notice 


For the Gem Expert, Connoisseur and Student of Gemology 


@ GEM STONES (NEW EDITION) G. F. Herbert Smith $4.00 
@ DIAMONDS Frank B. Wade $2.00 
@ DICTIONARY OF GEMS R. J. Rogers $1.50 
@ GEMS AND GEM MATERIALS Drs. Kraus © Slawson $3.50 
@ GETTING ACQUAINTED WITH MINERALS George L. English $2.50 
@ HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 
@ PEARLS W. J. Dakin $1.00 
@ STORY OF THE GEMS H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 
@ A KEY TO PRECIOUS STONES L. J. Spencer $2.75 
@ PRECIOUS and SEMI-PRECIOUS STONES Michael Weinstein $3.00 
@ 5000 YEARS OF GEMS & JEWELRY Rogers & Beard $2.50 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


@ CLOCKS AND WATCHES G. L. Overton $1.25 
e@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. PF. Philpott $2.75 
@ MODERN METHODS IN HOROLOGY Grant Hood $2.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK ¥. J. Kleinlein $3.50 
@ RULES & PRACTICE FOR ADJUSTING WATCHES ¥. J. Kleintein $3.50 
@ WITH THE WATCHMAKER AT THE BENCH $3.00 
Third Edition Donald de Carle 
@ MODERN WATCH REPAIRING & ADJUSTMENT $2.50 
J. J. Bowman & E. Borer 
@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 
@ KEYSTONE WATCH REPAIR RECORD BOOK $2.00 


For the Jewelry Repairer, Engraver, Plater and Enameler 


@ JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
@ JEWELRY, GEM CUTTING AND METALCRAFT W. T. Baxter $2.50 
@ JEWELRY AND ENAMELING G. Pack $2.50 
@ JEWELRY MAKING & DESIGN Rose & Cirino $10.15 
@ REFINING PRECIOUS METAL WASTES C. M. Hoke $5.00 
@ SHORT COURSE IN ENGRAVING FOR JEWELERS william Kassel $ .50 
@ ART MONOGRAMS AND LETTERING (PAPER COVER) J. M. Bergling $2.00 
@ METALCRAFT AND JEWELRY Emil PF. Kronquist $2.25 
@ TESTING PRECIOUS METALS WITH THE TOUCHSTONE ©. ™. Hoke $1.00 
@ MODERN ELECTROPLATER Kenneth M. Coggeshall $3.00 


On Silver for the Jeweler, Collector and Antiquarian 


@ THE STERLING FLATWARE PATTERN INDEX With Binder $15.00 
Without Binder $10.00 


@ MARKS OF EARLY AMERICAN SILVERSMITHS WITH NOTES 

ON SILVER SPOON TYPES AND LIST OF NEW YORK SILVER- 

SMITHS (1815-1841) By the late Ernest M. Currier $16.50 
@ ENGLISH SILVER (1675-1825) Stephen G. C. Ensko and Edward Wenham $2.50 
@ OLD SILVER, ENGLISH, AMERICAN AND FOREIGN 5%. 8. Wyler $2.75 
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= Would You 
Like To 


@ Convert Your Slow-Moving Or 


Semi-Obsolete Stock Into Cash 
At No Sacrifice in Profit This 
Holiday Season. 


@ Be Relieved Of The Responsi- 
bility Of Your Holiday Advertis- 
ing, Window and Store Displays, 
and Secure the Services of an 
Accredited Merchandising Coun- 
selor With Modern Proven Profit- 
able Volume Selling Ideas. 


@ Retire From Business If You 
Were Guaranteed the Cost of | 
Your Merchandise Plus a Profit 
of 50% to 80% and Assured 
Your Fixtures and Lease Would é 
Also Be Sold at a Profit. 





Never before during the past decade have 
jewelers had the opportunity like the present one 
to secure the highest possible price for their slow 
moving merchandise. WHY-LET-IT-LINGER- 
LONGER? Why not convert it into cash... use 
this cash for a new store front . . . modern fix- 
tures . .. or an increased bank account? Our 
accredited forceful advertising service, ethical 
new ideas in modern selling, original creative 
window and store displays, entirely different 
from your own, using the same prices and the 
same amount of advertising, our certified ser- 
vice will lift your Holiday sales volume and profit 
up out of the ordinary and give you an unpre- 
cedented volume of sales and profit this year. 
Our service doesn't cost you anything . . . IT 
MAKES YOU MONEY, for the cost is turned 
into a profit by the extra volume of sales our 
efforts produce for you. Our service more than 
doubled the jewelers sales volume who used it 
last year. WRITE OR WIRE US TODAY FOR 
REFERENCES AND FULL PARTICULARS ALSO 
THE TYPE OF SERVICE WANTED. YOU WILL 
NOT BE OBLIGATED. 


McRAE & SHAW 


ADVERTISING COUNSELORS—6TH FLOOR 


168 N. MICHIGAN AVE., CHICAGO, ILL. 











| 
| 








A Welcome 
To Rhode Island 


HEN you check in at the Bilt- 

more here in the jewelry center 
of America, you’re sure to find a 
cordial welcome as well as many un- 
expected details which are designed 
to make you comfortable and happy. 
You'll enjoy, too, the distinctive bars 
and restaurants for which we enjoy 
a nation-wide reputation. In short, 
you'll like it here. 


PROVIDENCE - BILTMORE 














Just RECEIVED 
New SHIPMENT 


9th EDITION 


GEMSTONES 


G. F. HERBERT SMITH 


Completely re-written and brought up to date, 
GEMSTONES again takes its place as the leading 
book for the study and determination of gems. The 
many characteristics of gems are listed and dis- 
cussed by the author who clearly shows how each 
can be identified. Students of gemology—in fact 
anyone interested in gems—should read this latest 
work by one of the world’s outstanding authorities. 
Well printed and handsomely bound, this book con- 
tains 443 pages and 42 plates, four of which are 
presented in color. 


PRICE—$4.00 
POSTAGE PAID 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, 56th and Chestnut Streets, 
New York, N. Y. Philadelphia, Pa. 
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Manufacturers’ News 


} 





Flight-Calculator Watch 
Has Many Unique Features 


A unique flight-calculator watch which 


tells time, time out, speed and distance 


has been made by the Longines-Witt- 
nauer Watch Co. for Maj. Lester D. 
Gardner, vice-president of the Institute 
of Aeronautical Sciences, and is attract- 
ing much attention in aviation circles. 
The designs for the calculating features 
of the watch were made by Major 
Gardner and so far as is known, this is 
the only watch of its kind ever made. 

Around the center watch dial are two 
rotatable outer rings, as shown in the 
accompanying illustration. The inner of 
these two rings is rotated by a separate 





Special Flight-Calculator Watch by Longines 


winding stem; the outer ring is rotated 
by hand. ‘To calculate elapsed time the 
arrow M on the inner ring is set opposite 
the minute hand; and the arrow H on 
the outer ring opposite the hour hand 
of the watch, at the beginning of the 
flight. From these “fixes” the elapsed 
time of a flight is readily calculated. 

The two rings are engraved with 
standard flight calculation scales. Dis- 
tance, speed, and elapsed time can be 
determined when any two of the ele- 
ments are known. The utility of the 
watch is enhanced by a stop-second, fly- 
back action which can be used for con- 
tinuous or intermittent timing, or for 
second setting. 

“IT wanted a watch which would be 
more useful while flying,” Major Gardner 
said, “but could find none which could 
have the calculator feature incorporated 
until I saw the special Longines-Witt- 
nauer double movable bezel type. While 
this watch requires great precision in 
operation, I believe that it is a type 
which will be of such utility that larger 
watches can be made to incorporate this 
feature and render a helpful service to 
pilots who wish to have a flight calcu- 
lator always available.” 


Kaye-Jordan Moves N. Y. Office 


The Kaye Jordan Co. has moved its 
New York showroom and offices from 
the former location on 47th St. to 303 
Fifth Ave., where the complete line is 
now on display. 
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Parker Pen Airs New Disney Songs 


Songs from “Dumbo,” newest Disney 
movie, will be heard over the air for the 
first time on the “Walt Disney Song 
Parade,” new musical show sponsored by 
the Parker Pen Co., Janesville, Wis. 
Broadcast over a 78-station network of 
the Mutual Broadcasting Co., the new 
Parker program will take the air every 
Sunday, 3.30 p. m., E.S.T., (with excep- 
tion of a few stations) beginning Oct. 
5 and continuing through Dec. 28. 

The program originating in Holly- 
wood, will be built entirely of Disney 
tunes, to tie in closely with the sponsor's 
premium offer of a Walt Disney 
Dumbo Song Book free with a_ bottle 
of “Quink,” Parker’s popular pen-clean- 
ing ink. 

The “Walt Disney Song Parade” was 
planned as the spark plug for Parker's 
new retail store promotion on “Quink.” 
“Dumbo deals,” featuring the song book 
in appropriate counter display, permit 
the retailer to give away the premium 
without waiting or box-tops. Unusual 
angles in ink selling are the traffic-build- 
ing power and “sampling with a profit 
to the dealer” feature of these new deals. 


Watchmaster Increases 
Production Space 


Sharp increases in the sale of watch 
rate recorders, plus the demand for pre- 
cision timing instruments which the com- 
pany is manufacturing for various 
Government departments has required 
increased manufacturing facilities by 
American Time Products, Inc., of New 
York. 

This is the second time within the 
current year that this company has ex- 
panded its facilities. In June it increased 
its space 20 per cent and is now adding 
another 25 per cent for increased pro- 
duction. 


New Credit Manager for Schick 


R. R. Merkle, secretary and treasurer 
of Schick, Inc., announces that Donald 
Dix Lawrence has been appointed to his 
staff. Mr. Lawrence’s duties will include 
the post of credit manager for both 
Schick, Ine., and its subsidiary, Schick 
Service, Inc. Mr. Lawrence was for- 
merly treasurer of the Mercury Theater 
Corp. and, prior to that, with the Grace 
National Bank. He attended Amherst 
College. 


Attractive New Booklet 
By Leys Christie 


Leys, Christie & Co., Inc., 65 Nassau 
St., New York, have just issued a hand- 
some new booklet covering their exten- 
sive line of high grade cultured pearl 
jewelry. 

Nearly two hundred items are illus- 
trated, including necklaces, bracelets, 
rings, earrings, pins, and various items 
of men’s jewelry. Copies may be had 
without charge by any jeweler upon re- 
quest. 
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Free Christmas Car Cards and 
24-Sheet Posters for Bulova Dealers 
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The Bulova Watch Co. is offering its 
dealers, without charge, street car cards 
and 24-sheet posters as an aid in their 
Christmas promotions. Both car card 
and poster are of the same design, as 
illustrated above, and both are in four 
colors with bright “Christmassy” reds 
and greens predominating. 

Adequate space for jewelers’ imprints 
has been provided in both of these pieces, 
and the 24sheet posters will be im- 
printed without charge. Both posters 
and ear cards are now available upon re- 
quest to the Bulova Watch Co. 


"Hop On the Simmons Bandwagon” 
ls Theme of Unique New Portfolio 


An unusual piece of literature, com- 
bining a persuasive sales presentation 
with a handsome gift catalog has just 
been issued by R. F. Simmons Co., Attle- 
boro, Mass., makers of quality gold filled 
jewelry. 

Sixteen pages of clever cartoons and 
brief copy tell the story of the Simmons 
Christmas merchandising campaign in- 
cluding both national advertising and 
dealer helps, and a pocket in the cover 
holds a handsomely printed picture cata- 
log and price list of some of the out- 
standing items in the Simmons line for 
Christmas selling. 

Jewelers who wish to stimulate their 
sales of popular priced Christmas gifts 
will find this a useful thing to have at 
hand. Copies may be had free upon re- 
quest to the R. F. Simmons Co. 


Big Christmas Ad Campaign 
For Elgin 


An extensive advertising campaign to 
promote sales of Elgin watches for 
jewelers during the pre-Christmas sea- 
son has been announced by Howard D. 
Schaeffer, vice-president. 

Built around outstanding authorities 
in the world of fashion, this campaign 
will run in full-color, full-page adver- 
tisements and half-page black-and-white 
advertisements in ten of the nation’s 
leading magazines. 

Reprints of the ads will be available 
for display in jewelers’ windows. Movie 
trailers in full color and sound for use 
in local theaters, and recorded radio spot 
announcements for use over local sta- 
tions will also be supplied. 

A special portfolio giving full details 
of the entire campaign may be had by 
addressing the Elgin National Watch 
Co., Elgin, Il. 
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New Longines Strap Watch 
Provides Accurate Synchronizing 


In many spheres of activity, particu- 
larly radio broadcasting, time to the 
exact second is necessary. Sometimes this 
must be provided by a portable time- 
piece, as in remote broadcasting, where 
programs must be dove-tailed into a 
schedule controlled by the master sta- 
tion control clock, and the man running 
the remote show must know to the sec- 
ond when he should be ready to go. The 
necessary synchronizing to the second is 
difficult with a conventional watch be- 
cause when the stem is pulled out to set 
the minute and second hands, the action 


New 
Longines 
second- 
setting 
wrist 
watch 





merely disengages them from the move 
ment, which continues to run, and the 
second hand continues to turn. 

In a new watch just announced by 
Longines, the pulling out of the stem not 
only frees the hour and minute hands, 
but also stops the watch. This new 
Longines watch, therefore, can readily 
be synchronized to the second. When the 
second hand of the watch reaches the 
“12” position, the stem is pulled out, and 
the watch stops. The minute and hour 
hand are then set a minute or so ahead 
of the time shown on the control clock. 
When the control clock reaches the time 
set on the watch, the stem of the watch 
is pushed in, and the watch starts, syn- 
chronized to the precise second with the 
master clock. 

The watch is of conventional strap 
watch size, and under ordinary condi 
tions will remain synchronized with the 
master clock for several hours, and oper- 
ations can be carried out exactly as if 
the master clock were being consulted. 
Since the watch can be stopped, reset, 
and started as often as desired, it can 
also be used as an emergency timing 
watch. 

The watch is widely used in the Air 
Corps because it can be set to the sec- 
ond with the radio time signal, and so 
can be used for serious navigation. 


Simms to Design for Towle Silver 


Charles F. Simms, well known sterling 
silver designer, is now with 
the Towle Mfg. Co. in their designing 
and advertising departments. Mr. Simms, 
who graduated from the Rhode Island 
School of Design, has had years of ex- 
perience in silver design with Reed & 
Barton, the Watson Co., the Durgin Co., 
and Concord Silversmiths, in which latter 
firm he had much selling experience in 
addition. During the past two years, 
prior to joining the Towle organization, 
he was in the advertising department of 
the Concord, N. H., Monitor. In 1925 
he made a special trip to the Exposition 
of Modern Art in Paris. 


associated 
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Jewelry Ads Win Orchids 


Two advertising campaigns for jewelry 
merchandise currently appearing in na- 
tional magazines have been singled out 
for special commendation in the adver- 
tising world during the past month. 

The Magazine Marketing Service, New 
York, in a broadside issued in October 
holds up the diamond campaign spon- 
sored by DeBeers, and handled by N. W. 
Ayer & Son, as an outstanding example 
of effective and intelligent use of maga- 
zine space in promoting the sale of a 
luxury product. 

Swank’s current campaign, prepared 
by Albert J. Silberstein, is similarly held 
up as a model of good advertising by the 
Saturday Evening Post in a_ mailing 
piece issued by that publication to pro- 
mote the sale of its advertising space. 

Jewelry advertising needn't take off 
its hat to that of automobiles or soap or 
silk stockings. 


Color Ads For Westfield Watches 


Westfield watches will be featured in 
a series of large space color ads aimed 
at the Christmas market and scheduled 
for November and December issues of 
Saturday Evening Post and Collier’s. A 
variety of models will be shown in the 
advertisements. 

To help dealers to tie in with the na- 
tional campaign, they wili receive ad 
mats for newspaper use featuring the 
same watches shown in the magazine ads, 
and Westfield colored movie slides for 
the jeweler’s use in his local theater 
will be supplied free of charge, with his 
imprint. 


A Display With Christmas Spirit 


No display better expresses the Christ- 
mas spirit of giving than a Christmas 
tree. Whether in a show window or on 
the counter it makes a natural center- 
piece around which ail kinds of gift ar- 
ticles may be displayed. 

For the coming holiday season Inger- 
soll-Waterbury Co. has designed the bril- 
liantly colored Christmas tree display, 
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pictured above, which is packed with an 
assortment of one each of eight of the 
most popular Ingersoll watches. 

Complete assortment, including the 
display costs the retailer $20.01 the total 
selling price of the eight watches being 
$28.60. 











Elgin Grads Pass State Examinations 


Twenty-two students trained at the 
Elgin Watchmakers College in Elgin. 
Ill., sponsored by the Elgin National 
Watch Co., have passed examinations in 
states where licensing is required, and 
are now employed as journeymen watch- 
makers in those states, it was recently 
announced by W. H. Samelius, director 
of the college. 

Licensing laws for watchmakers are 
now effective in the states of Oregon, 
Wisconsin, and Indiana, and the state 
examinations conducted by them are 
recognized as standards of fine work- 
manship throughout the country. 

A limited number of openings are 
available from time to time at the Elgin 
Watchmakers College for ambitious 
young men over 17 interested in enter- 
ing this highly-paid profession. 


Central Watch Issues New Catalog 


A new catalog folder has just been 
issued by the Central Watch Materials 
& Supply Co., 134 South 8th St., Phila- 
delphia, featuring the Tilmore line of 
watches distributed by that house. Both 
men’s and ladies’ models are shown, 
many of the latter being offered in un- 
usual mountings that combine jewelry 
with time-keeping including floral sprays, 
bracelets and lapel ornaments. Prices 
range from $22.75 to $36.75, retail, the 
movements being 7-jewel, 15-jewel, and 
17-jewel, respectively. 

Also shown is a wide assortment of 
reconditioned watches of nationally ad- 
vertised makes, priced as low as $3.95, 
and ranging up to $25 for 21-jewel items. 
A page of watch bands completes the 
folder. 


Ronson Lighters Go on Air; 
Add Two Accessory Items to Line 


The Art Metal Works, manufacturers 
of Ronson lighters and equipment, are 
climaxing their year’s program of ad- 
vertising with a series of special broad- 
casts over a group of leading radio sta- 
tions in key cities throughout the coun- 
try timed to tie in with Christmas selling. 

This is in addition to the regular 
magazine campaign which will be con- 
tinued with large advertisements in No- 
vember and December issues of several 


prominent magazines, headed by Life 
and Ladies Home Journal. 
Two new accessory items have just 


been added to the list and will be fea- 
tured in the campaign in addition to the 
line of lighters which constitutes the 
company’s principal product. These are 
an attractive little vest pocket package 
covered in silver paper, and containing 
five flints and named “The Five Flinter.” 
The second is a_ re-designed container 
for lighter fluid in the cap of which two 
flints are being placed with no increase 
over the former price. This is to be 
known as “The Flint-tip.” 


Voxall Corp. Patriotic Emblem 


The Voxall Corp., 342 Madison Ave., 
New York, N. Y., has recently been in- 
corporated to manufacture distinctive 
novelty jewelry. The concern is headed 
by Robert W. Jenkinson, president, and 
A. B. Scott as vice-president, with Carl 
S. Auerbach as advertising manager. The 
first item offered by the new corporation 
is a patriotic emblem entitled “Kin-Pin.” 
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SENSE OR PREJUDICE? 


Ar LEAST ONE answer to the constantly recurring ques- 
tion, “What's wrong with the jewelry business?” is 
exemplified in the action of the two national associations 
of retail jewelers in terminating the arrangement for a 
jointly-sponsored jewelry show which has been in effect 
for the past two years. 

Here was a set-up under which members of both 
groups could get the benefit of the convention sessions 
of both instead of only their own; which provided re- 
tailers with a bigger, more comprehensive showing of 
merchandise than could be lined up by either associa- 
tion alone; which enabled manufacturers to reach all 
types of jewelers without the loss of time and expense 
incurred in covering two separate shows; and which in 
addition to all these advantages also gave both organiza- 
tions an equal if not greater net profit than either had 
previously enjoyed from their individual shows—in 
short, an arrangement that benefited everybody, and in- 
jured no one. 

Yet, simply because some of the members of NACJ 
dislike some of the people in ANRJA, and vice versa, 
both associations want to throw all these benefits out of 
the window and revert to the former expensive, in- 
efficient policy of separate shows. 

Apparently the only reason is that each group feels it 
would be seriously contaminated by the presence of the 
other in the same hotel at the same time. 

Of course, the intense and bitter struggle between the 
two associations over the form which the now enacted 
jewelry tax should take added new antagonisms to the 
more or less latent differences that already existed be- 
tween the ruling spirits of the two groups. Nevertheless 
it is a little hard to justify placing personal or factional 
animosities ahead of sound business considerations in a 
strictly business matter that affects the welfare of the 
entire industry. 

When decisions by even responsible trade leaders are 
made on that sort of basis, it’s easy to find at least one 
thing that’s wrong with the jewelry business. Let’s hope 
for the good of every one concerned that calmer judg- 
ment will prevail, and that the decisions will be recon- 
sidered in the light of the best interests of the industry 
as a whole. 


A CHALLENGE 


Just wnat will be the final effect upon the jewelry 
industry of OPM’s recent order prohibiting the use of 
copper after Jan. 1 in a long list of civilian goods, in- 
cluding jewelry, no one as yet can say. 

Obviously, it is going to have drastic and far-reaching 
consequences, especially in the field of low- and moder- 
ate-priced jewelry, so much of which has been made by 
plating on brass, because brass is mostly copper. Other 
materials and other ways must now be found for pro- 
ducing articles that will be attractive, durable and still 
moderate in cost. 
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Unquestionably the problem presents many and seri- 
ous difficulties, but in the opinion of this journal, solu- 
tions can and will be found. Various possibilities are 
already being explored. Makers of rolled gold plate and 
gold filled stock announced several months ago that they 
could supply this material on a base of sterling silver, 
which though more expensive than brass, would add 
only a few cents apiece to the cost of most jewelry 
items. And silver is plentiful. 

Some jewelry manufacturers are bringing out inex- 
pensive sterling pieces. Greater use of white metal 
alloys, which are not as critical as copper, is another 
possibility. Some producers are experimenting with use 
of non-metallic material such as plastics and wood. Re- 
designing to adapt pieces to these new materials is being 
done. 

Yes, the copper situation is a challenge to the jewelry 
industry, but the same brains, ingenuity, and resource- 
fulness that have enabled it to surmount other obstacles 
in the past, will overcome this one as well. 


GRAVE DISSERVICE 


A PRINTED statement over the signature of the presi- 
dent of the National Association of Credit Jewelers, with 
a membership application blank enclosed, has recently 
been distributed. Its theme consists of his version of the 
jewelry tax controversy, set forth in a manner designed 
to create the impression that every one but he and his 
associates were opposing or ignoring the interests of the 
retail jeweler, and therefore that all retail jewelers 
should join NACJ. 

It is entirely right, of course, for the head of an asso- 
ciation to use every proper means for increasing its mem- 
bership. In fact it is not only his right, but his duty 
to do so. 

But does the continued stirring up of animosities after 
a question has been settled, and nothing is to be gained 
by further arguing, come within the scope of “proper 
methods?” We don’t think so, especially when the 
stirrer-up departs from a straight-forward statement 
of facts as he does in this instance and resorts to mere 
insinuations that there were improper motives and trick- 
ery on the part of those opposing him. 

In times like these, what the jewelry industry needs 
above all else is unity of purpose and action in the diff- 
cult days that lie ahead, and the man who attempts to 
create dissension within its ranks simply to further his 
own ends is doing a grave disservice to the industry of 


which he is a part. 
VA GE 


Editor 
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It’s the marvel of the hour! It’s the miracle pen of the entire 
industry! Never has a fountain pen at any price caught the 
public fancy so completely as has the amazing new Parker 
“S51. “SL” sets start at $17.50 retail and yet they sell immedi- 
ately on demonstration. No sales resistance . . . it’s so amazingly 
different . .. so much better! Get behind the Parker line and 
watch profits and unit sales hit a high never before dreamed 
of in the Pen industry. 
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...WITH THE MOST 
BEAUTIFUL CHESTS 
ON THE MARKET 


IF IT’S COMMUNITY ...IT’S CORRECT 


In Beauty, in Style, in Quality, in Value. 
* 
Correct, too, for today’s larger pay 
envelopes in your town. 
* 
For Christmes Gifts, suggest 
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